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Every mail brings more 
requests for these new 
and colorful Crescent 
Display Cards. How 


many do you want? 


Six in a set, 8%x10!2 
inches, easel backs... 
and every one will sell 
more tools. Order now 
and stimulate business 
for the gift season. 
CRESCENT TOOL CO. 


Jamestown, N. Y. 
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FREE TO DEALERS 
ASK YOUR JOBBER 


WITH A DISPLAY 
STAND THAT SAYS 


Here’s new insurance for increased “Buddy” sales! 
A Flashing Display Stand that puts “Buddy” up 
where the buyers MUST look at it! A “Merchan- 
diser” of extreme high quality—Free. 


“Buddy” sells on sight to every portable light user. 
It’s recognized at once as something new and bet- 
ter the minute the buyer sees it. Now “Buddy” 
moves up front with a Display Stand that flashes 
a compelling appeal at every customer who enters 
your store. Your jobber will show you this strik- 
ing new FREE Display Stand and explain the 
attractive new “Buddy” deal to you. Ask him 
about it TODAY, or write us for complete infor- 


DELTA ELECTRIC CO. 
Dept. 1111 Marion, Ind. 


Delta A Buddy’ 


ANT R™ FOpe XN ERY BOON 









ENAMELED 


ao Te Price $152 complete 
324° HIGH LessBatteries 


in Canada $22 


“Buddy” is the greatest portable light improve- 
ment in a generation. Smart, attractive, simple 
-and the most convenient working light made. 
So simple that batteries or bulb can be changed 
in a minute. So small it slips out of sight in a coat 
pocket. And it produces a 500 ft. light beam 
from two ordinary flashlight cells! 





HARDWARE AGE, published every week by. the IRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
York, N. Y., U. S. A. Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879 
(Printed in U. S. A.) $3.00 per year. 


Single copies 25c each. Vol. 126, No. 19. 
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‘BEST 





and for you also. They can’t 
help it, because they are built 
correctly from start to finish. 

Externally, tools may look 
alike. Yet, internally, there 
can be such a difference. The 
standard of the Greenlee shops 
makes the quality of their 
product, A little higher grade 
of steel, a more careful work- 
manship on every operation 
and a final searching inspection 
explains the result. 

You should have a well- 
stocked shelf of Greenlee Tools 
on hand. They can be “best 
sellers” for you just like they 
have for many other hardware 
dealers. 


HE term “best sellers” can 

apply to other articles than 
books. A good tool sometimes 
gets this title. A real bit or 
chisel attracts a man, giving 
him the thrill that comes from 
using an _ honest-to-goodness 
tool. It gives him that feeling 
of creativeness—of invention, 
when he sees an article shaping 
itself under his hand. And, 
naturally, there is an attitude 
of comradeship—a warm spot 
for the well-constructed bit or 
chisel that helps him do the job. 

That is the effect Greenlee 
Bits and Chisels have on cus- 
tomers of yours. They make 
warm friends for themselves 


GREENLEE 











Write for detailed information, giving us the name of your jobber. 


DISTRICT SALES OFFICES: 
NEW YORK: 53 Warren St. NASHVILLE: 606 Cotton States Bldg. SEATTLE: L. C. Smith Bldg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th Ave., W. 


PHILADELPHIA: 1209 Olive St. LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 







Tools that 
Stay Sold- 






GREENLEE IOOLS 


Greenlee Joo! Co, Rockford, 7!) 
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PANELED 
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Introductory Deal No. 300 consists of 39 of the 
fastest selling utensils ever offered for $23.25. 
(Slightly higher in far west.) 


T R I P L E COAT E DB) Every progressive hardware jobber in the United 


States has bought this line and is prepared to 


~ supply you if you are an independent dealer. 
(This line is not sold to chains or syndicates.) 


It's new—it's modernized—beautifully paneled 


FI RST STYLE D and just the right color scheme to harmonize 


with every kitchen—rich old ivory with green 


E be AM E LWA RE i N TWO trim—the popular priced, quality line. 


Successful retailers all over the United States 


G E mM om RATI '@) Ni © pronounce it the greatest booster of enamelware 


sales in 40 years. 


~ 
ORDER FROM 
POPULAR PRICED YOUR JOBBER 


FEDERALWARE 


FEDERAL ENAMELING & STAMPING CO. - PITTSBURGH, PA. 


Manufacturers of 6 Complete Lines of Enamelware: 
New Paneled Federalware . . . Triple Coated Ivoryware (plain shapes) . . . Double Coated Ivoryware 
Triple Coated White Ware . . . Double Coated White Ware . . . Grey Mottled Ware . . . Roasters 


“The World's Largest Manufacturer of Enamel Kitchenware” 
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The wise jobber and retailer will have an adequate 
stock of Bosley Weather Strip on’hand — an item 
that has sold for sixty years. 

The Bomeco All Bronze stand for your counter has 
proven a super-salesman. 


One storefound that théselling expense on “Bo meco”’ 


YY 
} \\ 
Bronze was less than on any other item offered. 
‘Sregtrent al y 


2 
“2 Sold by Leading Hardware Jobbers Everywhere 


Your grandfather bought Weather Strip from Bosley’s 





OSLEY’ 


Weather Strip 


TRADE MARK REGISTERED 


Chicago, Ill. 
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HIS year will be especially a year for 
giving USEFUL articles. Combine 
beauty, eye-appeal, and utility as is done 
by Nesco in these popular and newly deco- 
rated items for increased holiday sales. 


Ask your jobber. 


(A) Electeic BAK-O-GRILL 
(B) Christmas Tree Holders 
(C) Utility or Cooky Boxes 
Cake Covers and Boards 
(D) Colonial Ensemble 
(E) Roll Top Bread Boxes 
(F) Lithographed Metal Waste Baskets 
(G) Five Piece Pantry Sets 
(H) Nufold Steel Tables and Chairs 
NATIONAL ENAMELING & STAMPING CO., Inc. 


13 TWELFTH STREET MILWAUKEE, WIS, 


Factories and Branches: Milwaukee, New York, Baltimore, 
Granite City, I1l., Chicago, New Orleans, 
Laurel Hill, L. I., Philadelphia. 
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Not all Christmas lights 
are on Christmas trees! 


EVEREADY FLASHLIGHTS are steady, 
ready sellers all the year. But neverthe- 
less, they are“‘Christmas Lights.” Register- 
bells ring a carol of cash wherever Ever- 
eadys are displayed at Christmas! Not 
just because Evereadys are good lights, 
with the finest flashlight features. But 
because Evereadys save wandering and 
wondering. And because there is an Ever- 
eady for everybody! 

We won’t let the world forget it, 
either! A bigger-and-better-than-ever ad- 
vertising campaign is lying in wait for 
Christmas. It'll break loose the instant 
that every one starts thinking Holiday. 
Magazines, radio, rotogravure, and color 
newspapers will be used to tell everybody 
that they needn’t wander and wonder. 

It’s going to make a lot of flashlight 
business for Eveready dealers. But the 
wise men know they can make more busi- 


ness with window and counter-display! 






Those men will use the poster, pack- 
ages, and streamer we’ve prepared. And 
they’re the ones who will find few flash- 
lights in stock when the Christmas rush 
is over! 

The material is yours for the asking. 
Look it over on the next page — get it 
from your Eveready salesman — and 
make your slogan “Merry Christmas to 


all, and to all a good light.” 
ee 


The Eveready Hour, radio’s oldest commercial fea- 

ture, is broadcast every Tuesday evening at nine (East- 

ern standard time) from WEAF over a nation-wide 
N. B. C. network of 27 stations. 


EVEREADY 


FLASHLIGHTS 
& BATTERIES 


—They Sell Faster © 


4 


NATIONAL CARBON COMPANY, INC. General Offices: New York, N. Y. 


Chicago 


Branches: 


Kansas City 


Unit of Union Carbide CC) and Carbon Corporation 


New York San Francisco 
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This card, 24"x 40", in full colors, will be given 
to you, free. Order it from your Eveready sales- 
man. Use it as a centerpiece for a window- 
display. It will attract attention and help the sale 
of Evereadys as well as other gift-merchandise. 


EVEREADY, 


| FLASHLIGHTS | 


Here is our Christmas window-streamer. It will be 
mailed to you. If you don’t receive it, let us know. 
You'll surely want to have it on your window. 






EVEREADY 
FLASHLIGHS 
ostly gift-but OH so useful/ 







Gift-boxes like this, in two sizes, are yours for the 

asking. Put one in the window with a card stating 

that all purchasers of Eveready Flashlights will be 
furnished a gift-box. 


== : 

Eveready Flashlight Batteries — make a stack of Ff; EREADY 
these in a conspicuous place in your store. Label 

them with a card reading like this: 








Evenly HFlashlisht . 
Lul Bundles of Tova 


Une then to help fil the ee 
stiles 
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THE EGRY GIRL OF 1930 ASSISTS A WELL-KNOWN HARDWARE DEALER 








HOW HARDWARE DEALERS CAN 
IMPROVE THEIR BUSINESS BY PROTECTING EARNED PROFITS 


Now is the time to stimulate your business to a greater earning capacity by eliminating losses and safe- 

guarding profits. An Egry System devised specially for your business will control every transaction of 

Sale (Cash, Charge or C. O. D.), Money Receipts, Credits, Exchanges, Deliveries, etc. —accurately— 
dependably. You get the desired number of handwritten records to the set—each recorded transaction 

subject to a speedy check and: audit. It costs but little to insure your business against minor and major ¢ 
losses and secure the added advantages of convenience, economy and efficiency with substantial monthly 
money savings. Write today for a complete, free explanation. 


THE EG EF cam COMPANY, DAYTON, OHIO 


Makers of the world’s finest recording Register—the EGRY COM-PAK 
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A master designer adds 
the Bradford (BL) to the 
Sargent line of popular 


commercial designs 


THE Bradford is sure of a warm welcome from those interested 
in hardware of moderate price. In the Colonial or George III 
style, it is beautifully made and finished. 

This new BL, like other designs in this class of Sargent 
Hardware, is intended for use in houses equipped from the 
dealer’s stock. Its unusual beauty gives it value far above its 
price class and offers remarkable opportunities for profit. Made 
of solid brass or bronze, and also in steel for those needing to 
give special attention to price. Slender but long enough to 
permit the screws to hold firmly in the thicker wood above and 
below the mortise for the lock. With metal or glass knobs. 

The Bradford, in design, material and workmanship, will add 
to the well-known Sargent reputation of high quality extending 
to complete hardware equipment for every type of building. 
The leading hardware jobbers are distributors of Sargent prod- 
ucts. Sargent & Company, New Haven, Connecticut; 94 Centre 
Street, New York City; 150 North Wacker Drive (at Randolph), 
Chicago, Illinois. 


FOR INFORMATION REGARDING THESE 
GOODS CONSULT YOUR WHOLESALER 


SARGENT 


HARDWARE 


Loc Ks AN D 


It's DESIGN Seat sells 
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KEEN KUTTER Wobalt 
Kitchen Kutlery 


We have just released for your inspection 
this line DeLuxe -- KEEN KUTTER Kobalt 
Kutlery. Stainless, of course, and with a more 
permanent cutting edge. Ask our representative. 











One dollar invest- 

ed in Hardware will 

al. last longer and give 

Vv , better value than in 

“The recollection of QUALITY remains any other line of 


long after the PRICE is forgotten.” 


C. SIMMONS 


COMPANY 
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Ar greater volume and added profit, 
merchandise Christmas Gifts of 
quality with the name that is nationally 


known — KEEN KUTTER 





“The recollection of QUALITY remains 
long after the PRICE Is forgotten.” 


C S/MMONS 


“« SIMMONS HARDWARE COMPANY 
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R&S 
O 
Are You a Gambler 
with 
Quality the Stake? 








Do you buy inferior rivets at a 
price and gamble that your cus- 
tomers will get satisfaction from 
such rivets? Tubular and 
Clinch Rivets are not sold on 
price alone. You eliminate all 
element of chance when you sell 
Tubular and Clinch rivets. 
Special metal of proved maxi- 
mum strength plus supreme care 
in fabrication is your insurance 
against dissatisfied customers. 





Oi pproved / 


——— by the keenest 


buying brains in the country 





TUBULAR RIVET & STUD 
COMPANY 


BOSTON 


The largest 
factory inthe 
world devoted 
lo the manu~ 
facture of 
Tubular and 
Clinch Rivets 
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ON STATIONS: WABC WMAQ WCAU WKBW WXYZ WHK WNAC KMOX 
CARBORUNDUM GOES ON THE AIR 


to help you sell more 


CARBORUNDUM BRAND PRODUCTS 


REG. U.S. PAT. OFF. 


ATURDAY NIGHTS, starting November 8th, at 9 

(Eastern Standard Time), the now famed 
Carborundum Band Program will again be heard 
over the Columbia Chain—and on a bigger hook- 
up than ever before. 

Millions of listeners will be reached with the 
story of “‘Carborundum” and its multitude of uses. 

And the attention of all who listen in will be 
directed to the hardware dealers of The Nation. 

It costs you nothing to tie up with this great 
publicity program. 

Here is the idea: On every program announce- 
ment will be made that listeners can register their 
names and addresses with their local hardware 
dealer, that this record will be forwarded to us 


THE CARBORUNDUM COMPANY 


NIAGARA FALLS,N.Y. 


and we will send each a souvenir Carborundum 
Brand Pocket Stone. 

All you have to de is to take care of sending 
us the names. 

It is a real tie up with a real program and thou- 
sands of people will be directed to the stores of 
hardware dealers everywhere. . 

Besides we will gladly send you an illustrated 
announcement card giving details of the offer, a 
list of stations and inviting people to register at 
your store. 

One or more of these special cards will be sent 
you at once—for use in your windows or on your 
counters. 

Just fill out the coupon. 


THE CARBORUNDUM COMPANY 
NIAGARA FALLs, N. Y. 


with your radio broadcasts. 
Please send free announcement card. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. Name 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, 
Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 


Address 


City 


(carsorunoum 1S THE REGISTERED TRADE MARK OF THE CARBORUNOUM cOMPaNy ) 


Gentlemen—We are interested in tying in 
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Bring Back Business 
by carrying an adequate stock 


T° get business back where you Acomplete stock ofall steel TRIMO 

want it, get your stock back to wrenches is a safe, conservative 
the place where you can deliver the step to bring business back to your 
goods. The time when it was play- store. This reliable pipe wrench 
ing safe to carry a skeleton inven- has held its place as a profitable, 
tory has definitely passed. standard hardware item for over 


To play safe today, carry an ad- 40 years. Through business 
equate stock of reliable, stand- booms and lulls TRIMO quality 
ard tools and get your share of has been steadily raised, TRIMO 


the definitely awakening business. popularity has never faltered. 





All Steel TRIMO Pipe Wrench 





handle drop forged ---- not cast 


TRIMO 


Trimont Mfe. Co., Inc., Roxbury (Boston) Mass. 























WICKWIRE 
BROTHERS 


CORTLAND 
WIRE CLOTH 


made from 


OPEN HEARTH 
STEEL 


SPECIAL 
COPPER ALLOY 











Wiekwire Brothers 


Entire Office and Factory 
Located for 57 Years 
at 


Cortland, N. Y. 
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Pumps, Water Systems, 


“Pump Builders 








PUMPS FOR 








The Biggest 

Name in 

‘WATER 
g, Take Off Your Hat=-# 


PUMPS — WATER SYSTEMS — HAY TOOLS — DOOR HANGERS] 














IZE alone is no assurance of merit. The MYERS 
factory—largest of its kind in the country. 
The MYERS line of Pumps and Water Systems— 
most complete offered by any manufacturer. These 
things bulk small—when placed beside the MYERS 
reputation for producing goods of utmost reliability. 
More than half a century of devotion to the highest 
manufacturing standards. A fixed resolve—ever 
since the first MYERS Pump was built in 1870—to 
furnish water users with absolutely dependable 
equipment. THAT is the vibrant force which has 
made MYERS the biggest name in water. 

Hand and Power Pumps for domestic and 

industrial use; complete Water Systems 

for either deep or shallow wells; Spray 

Pumps for every variety of service— 

MYERS makes them in all needed sizes 


and capacities. And the MYERS name 
guarantees their quality. 


Write for catalog. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 
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Hay Tools, Door Hangers 
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Qereens 







- ... are approved 
by health authorities 


OU can profit by the work your health commissions are 

doing .... can make real money not only from the sale 
of Screen Cloth, but from trade in other merchandise that 
prospects purchase when in your store to buy Screen Cloth. 
Be sure you have a good assorted stock of Gold Strand Wire 
Screen well displayed. Talk the health angle 
to your customer. Distribute the little book- 
lets, ““Handy Hints for Making Window, Door 


and Porch Screens.”’ 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of 


WIcKWIRE SPENCER STEEL COMPANY 
General Office: 41 East 42nd St., New York City { ite te | 





. ness-getting little books. 
Mid-Western Sales Office: 208 So. La Salle St., Chicago, Ill. He wil odie aiee’ them 
Western Sales Office: 144 Townsend St., San Francisco, Cal. to you FREE. 
Worcester Buffalo Cleveland Los Angeles Seattle 





American Galvanized American Gold Strand Hard 
American Gold Strand American Gold Strand Copper* 


Black painted 


Galvanoid Bronze* *In light and dark finish 
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igviorson FILES 












THE sale of some products is limited to 
certain latitudes and longitudes. Electric 
fans won’t sell in Iceland and fur coats go 
begging around the Equator. 


But at all points of the compass there are buyers 

for Nicholson Files. Peru finds them as useful as 
Poland. Surfaces must be shaped and smoothed 
under the Northern Lights and under the Southern Sun. 


At all points of the compass in your trading area there 
are scores of buyers for sustained speed of Nicholson Files. 


It will pay you to keep them in your store—in shapes and sizes 
for every demand. Ask your jobber for prices. 


aba Tene 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S.A. 


A FILE FOR EVERY PURPOSE 














| Relieve 


and PROFIT 
by them ,too 


Getting the garage doors open and 

closed—that always has been a Win- 
es ter problem for automobile owners. 
re The difficulties experienced with ordi- 
nary garage door equipment are so 
common that Frantz “Over-the-Top” 
Door Equipment will be welcomed 
by your customers. 
The doors are quickly up, out of the 
way, when equipped with Frantz 
“Over-the-Top” Door Equipment. 
Snow and ice cannot hinder constant 
smooth, easy opening and closing. 
Frantz “Over-the-Top” Door Equip- 
ment opens two, definite, new mar- 
kets for you. It can be installed on 
new garages to provide a most prac- 
tical convenience—it can be installed 


















































& on old, hard-to-operate doors to mod- 
i] ernize them and make them efficient. 
before 
The doors a nuisance 
to operate. There 
are hundreds of such 
examples in your lo- 
ceality. 
after 
At the right, the 
same doors after the 
installation of Frantz 
“Over-the-Top”’ Door 
Equipment. 





EVERY Car-Owner WANTS and CAN 
Afford this Convenience 

A slight, steady pull on the handle and the door rises 
to its overhead position without further aid. Closing 
the opening is just as simple. The doors on which 
Frantz “Over-the-Top” Door Equipment is installed 
operate practically automatically. 3 SECONDS and 
they are open or closed. 

Frantz “Over-the-Top” Door Equipment is so inex- 
pensive that every garage owner or prospective 
builder is a prospect for one or more 
installations. There is nothing like, it. 
This is your opportunity to break into BRR MIEr 
a new field in a way that assures you QUALITY 
new volume business. Write today for aan 
information and generous discounts 
to dealers. Use the coupon. Frantz 


Mfg. Co., Dept. H-11, Sterling, Illinois. 





INVESTIGATE |. MAIL THE COUPON TODAY. 


Frantz Mfg. Co., Dept., H-i1, Sterling, Illinois. ' - 
Kindly send me complete information and discounts on Frantz ‘‘Over-the-Top’’ Door 
Equipment. 
Pit NOMS cosine cic ccccesnwacdsesctcqeccsccccsesdceesee 
(Print Plainly) 


BD i.8ie 6010 6064 CERRO ESHEETS FCTSdER dS EKEEE SOS CEE AHH 





—— elo on oe a 
Over-th Door Equipment 


Baa 


(Patents Pending) 
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Along with Ketty Axes 


Sell Hammers 
Drop forged high grade steel 


“Perfect” No. 511114 (16 oz.) 
Polished 


Retails for $1.25 each 


“Falls City” No. 517114 (16 oz.) 
Polished 


Retails for $1.00 each 





Tie Up 





“Hand Made” No. 519114 (16 oz.) 


Your S tore to Black forge finish Retails for .75c each 


KELLY PRESTIGE 
and Sell the Full Line 


“Falls City” Vanadium No. 522114 (16 oz.) 
Polished 








Retails for $1.25 


“Falls City” Octagon Neck 
No. 537144 (16 oz.) 
Polished 


Retails for $1.00 


KELLY AXE & TOOL WORKS 


OF 
THE AMERICAN FORK & HOE CO. 
CHARLESTON, W. VA. 
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Make 2 Sales 


Instead of One 














Every TIME YOU SELL AN ARTICLE you have a 
chance to build up a larger sales volume or let it slide. 


att 


Suppose a customer came into your store and asked for a 
hammer or a pound of nails. Could you sell that customer 
a screw driver, a saw or a plane in addition without increas- 


1 aaa et aeons 
eS ae 


ing your selling cost? 


serge 


nyse 


In modern stores, customers buy of their own accord. They 
see merchandise openly displayed and so grouped that no 
matter what the buy they always see a companion item close 
at hand. This modern way of merchandising induces the 





2a 


customer to buy a second, a third and many more items. 
The result is a larger unit sale, a larger profit—yet at no 
greater selling cost than if only one item were sold. 
Duluth Modern Merchandising Equipment is designed 
with a merchandising consciousness. It is designed to put 
your merchandise out where people can SEE it and BUY it. 

. It is designed to give you a better stock control, to balance 
{ Show More your inventory, to increase your turnover and to put your 


business on a sound and more profitable basis. 


bs 


= 


and 
Sell More Write Today 
ma 


Pie werrensat psc 
Leo Saat satel Fam he Ses Meas 


Get this new booklet “tA Modern Retail Store” arrd find out how 
one successful merchant made his business yield larger profits—just 
by letting his customers buy more than they originally intended. 
Hundreds of merchants are conducting their business on this basis. 








Ee 
eG 
=e 


You can, TOO. Find out by mailing the coupon. 


— tear out—return today — 


Duluth Show Case Co. Dept. HA1130 
Duluth, Minn. ® 


YES! Please send me your book, “A Modern 
Duluth Show Case Company Retail Store.” I understand this will not obligate me in any way. 





Specialists in the manufacture ' Firm Name 
of 


open display merchandising equipment Individual 






Duluth hae sate Se DE ES SA ee 
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Paving the way to... 


FENCE 











quently a very serious source of fences are 


on 
damage to the crop, injury to live torestoc 


harvesting machwwes can possibly har- yea 






vest your 
W the felds are hog-tight, you can 
your hogs run and turn 
the gleanings into pork 








m™@ “That's where 
our profit goes; DAD™ 


LD, broken-down fences are fre- be saved by cattle or bogs. Good 
necessary, too, for 


ween 
short time, either in If your live stock is low, prepare 
k your farm by butlding good, 


‘crops without some waste. Youcan get “Pittsburgh” Fences at 
let astore near you. “Pittsburgh” Fences 
are available in all the 

t 





he sani- 


oss on your farm. 
now 








Now it’s “back to earth” for the farmers... 
back to real dirt farming on a modern, scienti- 
fic, and really profitable basis. For the next few 
years, farmers will buckle down to their busi- 
ness of farming, replace obsolete equipment, 
restock their farms and build necessary fences. 

Pittsburgh Farm Fence advertising is taking 
advantage of this situation by pointing out to 
the farmer the necessity of proper fencing in 








{ Pittsburgh Steel Co.) 
Union Pittsburgh, 
Trust Bldg. Penna. 


New York Chicago Detroit 
Memphis San Francisco 
Syracuse Dallas 









putting their farms back on a profitable basis. 
Pittsburgh Fence advertising is cultivating the 
farm fence market which will result in bigger 
fence sales for every dealer in farm fence. 

Four outstanding national farm papers are 
carrying ‘‘Pittsburgh”’ Fence advertising to ap- 
proximately five million farm homes through- 
out the country—an advertising campaign that 
will benefit every ‘‘Pittsburgh”’ Fence dealer. 
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MODEL P 550 
» Exterior, Vitreous porcelain on iron. Food compartment 
vitreous porcelain on iron. Massive designed hardware, de 





luxe type chromium plated, Cooling unit front of porce- 
lain. Straight bar type shelves. Three ice cube trays. 

» Dimensions, net foot capacity 5.5 cu. ft. Shelf area ap- 
proximately 9.5 sq. ft. Height 5912”, width 3254”; depth 
224". 





MODEL P 500 


« Exterior, White vitreous porcelain on iron. Food com- 
partment, white vitreous porcelain on iron. Dull chrome 
plated hardware. Straight bar type shelves. Three ice cube 
trays. 

« Dimensions, net food capacity 5 cubic feet. Shelf area 
approximately 9 square feet. Height 57”; width 2634”, 
depth 2254”. 


NOTE: For full information on the entire 
Chilrite line ask our salesman or write us. 


Why do we distribute 


Chilrite Electric 
Refrigerators? 












































How can we expect you, Mr. Hardware Dealer, or 
your trade either, for that matter, to prefer this 
outfit to the more widely advertised and better 
known makes already on the market? 


Simply because certain BASIC principles of CHILRITE 
design and construction seem to us to outweigh all the 
arguments that can be brought against it. 


For instance, here you have a machine that actually 
improves with age. That’s because a very simple and 
fool-proof compressor construction eliminates all the 
usual complication of pistons, piston rods, cranks, 
etc. and substitutes instead, a set of gears which 
actually becomes quieter and more efficient with use. 


Here is a machine which practically eliminates ser- 
vicing. Standard design equipment and extreme sim- 
plicity makes repairing easy for any local mechanic. 


Here, too, is a machine with waist high cabinets, elim- 
inating all stooping or bending; one with all ma- 
chinery underneath, leaving the flat top entirely 
unobstructed, not to mention such modern improve- 
ments as Quick Freeze, Control, Hydration Com- 
partment and boxes of unusual construction and 


beauty. 


Also, they have been made for ten years by The 
Narragansett Machine Co. of Pawtucket, R. L., 
known since 1882 as builders of fine machinery. 


So it seems to us that this is just the electric refrigerator 
many of our retail hardware friends are looking for and 


That's Why We Distribute the Chilrite! 


THE GEO. WORTHINGTON CO. 
1829 CLEVELAND 1930 
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Official Evidence that 
RED BRAND FENCE 
Outlasts all Others in 
AYGUP OA Celilo ae ka 





i 


C.F. BURGESS LABORATORIES. INC 
ENGINEERS 
MADISON, WISCONSIN 


June 19, 1930. 







Keystone Steel & Wire Company, 
Peoria, Illinois. 


Gentlemen: 


Your company is to be congratulated on the 
excellent showing which your fences made in the field 
corrosion tests extending over a period of more than 


four years at Galveston, Texas. They were a 
superior to any competing fence which was erected. 


The fences included comparable products of 
all of the principal manufacturers and mail order 
houses. These, including your Keystone "Galvennealed", 
were purchased in standard rolls from dealers by tne 
C. F. Burgess Laboratories, Inc. The purchased fences 
were shipped by us to Galveston and erected at the sea- 
shore on a test plot under our supervision in February, 
1926. Since then, and until early this month when they 
were taken down end shipped to Peoria, the fences were 
exposed to the moist, salt-laden air and also to the 
smoke from a neighboring railroed yard, a combination 
which causes rapid rusting and deterioration. 


The photographs which we had taken to show the 
condition of the various fences, including barbed wire, 
have been mailed to you at Peoria. You will note that 
some of the ordinary galvanized wire fences have almost 
entirely disintegrated, while the same style and weight 
of fence made of "Galvannealed" wire is still in such 
good condition that it will give considerably longer 
service. 





We enclose our report N1384D detailing the re- 
sults on ell the different kinds of fences erected on the 
test plot. 


Very truly yours, 


C. F. Burgess Laboratories, Inc. 


By: Caan UI. Ferrey 
OWS: FB 








RED BRAND FENCE 


“‘Galvannealed’’— Copper Bearing 


won, by a wide margin, over every competi- 
tor in the Gulf of Mexico 444 year Weather 
Test. Extra heavy rust-resisting zinc coat- 
ing “Galvannealed” into the wire, plus 20 to 
30 point copper content steel (like old time 
fence was made) defeated even severe cor- 
rosion of damp salt sea air. Write for de- 
scriptive folder giving all the startling de- 
tails. Then see how it will be much easier 
to sell with RED BRAND than try to sell 
without it. 


KEYSTONE STEEL & WIRE CO. 
PEORIA ILLINOIS 


“Galvannealed” process is patented and controlled by Keystone 





Roof to Floor 


: 




















From roof to floor-—wherever 
nails must hold—there are 
Reading Cut Nails for greater 
gripping power. Uniform in 
gauge and quality, free from 
splits or laminations, Reading 
Cut Nails give the recognized 
advantages of cut nails in most 
perfected form. 


Reading Cut Nails are made 
with just one purpose —to hold 
longer and grip tighter than any 
other type of nail. For shingling 
or flooring, they mean extra years 
of satisfaction. Our illustrated 
catalog contains valuable infor- 
mation about Reading Cut Nails. 
Send for it today. 


Atlanta 
Baltimore 
Boston 
Buffalo 
Chicago 
Cincinnati 
Detroit 
Houston 
Los Angeles 
New York 
Pittsburgh 
Cleveland 
St... Louis 
Se Ae 
San Francisco 
a6 644. 1< 
Philadelphia 
New Orleans 
Kansas City 


READING IRON COMPANY 


Reading, Pennsylvania 


Reading Cut Nails are obtainable 
through authorized distributors 


READING 





CUT NAILS 


CUT FROM SOLID PLATE 
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The confidence of 


a customer 
of this type 
is a real asset to 
your business 


Skilled mechanics are among your most 
profitable classes of customers. They buy 
good tools. Offering them Brown & 
Sharpe Tools is the best way of building 
confidence for your store as “the place 
to go for good tools”. 


The steady patronage of this type of tool 
user means a very satisfactory business 
on one of your consistently profitable 
lines. 


It always pays to standardize on Brown 
& Sharpe Tools. Brown & Sharpe Mfg. 
Co., Providence, R. I. 


|BS 


Brown & Sharpe 


Tools 


“World’s Standard of Accuracy” 








} 


| 
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AMERICAN SCREW CO 





BOLTS SCREWS BOLTS 














Your 


Will Use 


a Lot of 





iw takes a lot of screws to put up 
storm windows and doors, fix 
broken furniture and the hundred 
and one other jobs that must be 
done. Your customers will come to 

ou for the necessary screws, and 
will prefer them in “Handy Packs” 
— the conveniently arranged 
packages of American Screws. 


A carton on your counter will bring 
“reminder” sales and will save you 
time because there is no 
need to weigh, count or 
wrap the“ Handy Pack.” 


Your Jobber Can Supply You 


TIRE WOOD 


PROVIDENCE,R.I.,U.S.A. 


WESTERN DEPOT,225 WEST RANDOLDH SE.CHICAGO, UL. 





Customers 


SCREWS. 





STOVE MACHINE 
SCREWS 


Put It Together With Screws 
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The No. 30 Turner Blotorch is popularly priced. It 
is the torch that merchants throughout the country 
select to sell to home owners or non-professional 


mechanics. 


ing the winter months. 


TURNER | KEROSENE 
GASOLINE 


No. 45. 


No. 45 Master Turner 
Blotorch 

Pistol grip, especial- 
ly desirable for auto- 
motive mechanics. All 
blotorches fearlessly 
guaranteed ‘“‘safe as 
a candle.”’ 


PMA IN UT: 43 


No. 30 Turner 
Blotorch 


Its Popular Price 
Assures Quick Sales 







The No. 30 Turner always enjoys lively sales dur- 
During these months many 
occasions arise in and around the home, on the farm 
or in the amateur workshop where the application of 
heat is extremely desirable. 


single 





heat. It 


tion. 






be furnished upon request. The Morse Line 
Send convenient coupon at- Re 
tached below. Sell __ this includes 
quick selling Turner in High Speed and Carbon 
your store this season. 
DRILLS 
REAMERS 
CUTTERS 





























The No. 30 enjoys quick sales 
not only because of its popular 
price, but also because it is a 
marvelous piece of workmanship. 
It is sturdily built and it con- 
tains a patented parachute prin- 
ciple pump with auto- 
matic lubricator that de- 
livers ample pressure to 


composition bronze burner 


producing 1700 


motor fuel, generates quick- 
ly and operates in any posi- 


Prices and discounts will 





HARP STEEL EDGES 


whin: then cone tae production 


Steel edges that are 
sharp and stay 
sharp have a lot to 
do with winnin3 the 
racefor production. 









Morse cutting tools 
—drills, cutters, 
reamers, or taps 
and dies—have a 
name for sharp cut- 
tin? edges that stay 
sharp a long time. 
In the shops where 
they are used, 
tools that bear the 
MORSE trade 
mark are regularly 
counted onformore 
work per grind. 





















































needle ; special 













degrees of 






burns ordinary 


































TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 


MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 
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The famous 
PENNSYLVANIA Junior 
Ball Bearing 








ee MAKES THE BIG VALUE has 


ADVANTAGES OF| foreed us to build 


GRAPHITE new plant 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 















Dixon Crucible Company has pio- Before the end of the fall season, we will 

neered in applying the advantages of move our entire factory to our new plant at 

natural flake graphite to the lubri- : a : 

cation problems of Industry. Primos, a suburb of Philadelphia, where up- 
24 The graphite used in all DIXON en phates: « rreatly enlaroe 
GRAPHITE PRODUCTS is « netu- to-the-minute facilities and greatly enlarged 
iB ral flake graphite which in purity, in capacity will enable us to take care of the 
¥ . . ; . a i _ 5 e SATAT 
id uniformity, in lubricating and pro- constantly increasing demand for PENN- 






tecting qualities has never been 
equalled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 





SYLVANIA Quality Mowers and for the 


low-priced line of PRIMOS Mowers. 










Though every possible precaution has 
a d 






been taken to avoid any undue interruption 
of our production schedule, we suggest that 









you place your orders with your jobber now 


[SE ea 








DIXON GRAPHITE and thus make sure of prompt delivery. 
PRODUCTS 
Flake Graphite Graphite Seal = - 5 
Graphite Cup Grease Pipe Joint Compound For the present, our general offices will 
Waterproof Graphite Industrial Graphite eda -e . Z 
Grease Paint remain in Philadelphia as before. 


















ed Write for Circular 40-C 

Z OSEPH DIXON eer ee ere ss 

E oma colmaner PENNSYLVANIA LAWN MOWER WORKS 

ES Established 1827 1615-35 North 23rd Street Philadelphia, Pa. 

a Jersey City i») N New Jersey 

4 One of the low-priced 
PRIMOS Mowers—Style 








W Ball Bearing, 10” 
Wheels. 






Date 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Serews 

Cap Screws 
Thumb Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 
Stove and Tire Bolt Nuts 
U. S. S. Nuts 

S. A. E. Castellated Nuts 
S. A. E. Plain Nuts 

Jack Chain 

Plumber’s Chain 
Register Chain 

Safety Chain UNIFORM QUALITY and ADEQUATE STOCK 
Furnace Chain 
Ladder Chain 


Sash Chain ili. The CORBIN SCREW CORPORATION 


Escutcheon Pins 
Speedometers 7s The American Hardware Corp., Successor 


Tachometers NEW BRITAIN, CONN. 


Warechouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 


VUVVVUVVVULATE TEND 


CORBIN 



































It is a well known fact that the greatest factor of 
all in a line that will build and hold trade is the 
factor of quality. 

SWW saws, chisels, adze, etc., (formerly known 
to the trade as White tools) have been on the 
market for almost a century. In that time they 
have earned a reputation for quality that is un- 
surpassed by any other brand. 

YOU can capitalize on SWW’s reputation .... 
provide your customers with unquestioned 
quality at a reasonable price and obtain a worth- 
while margin for yourself. 


Write for list and discounts 


The L. & I. J. White Co., Div. 


Simonds Worden White Co. 


Dayton, Ohio 


SIMONDS WORDEN WHITE co. 


(ok a a 5 On — 


DAYTON, OHIO 
Factories at DAYTON - CLEVELAND - BUFFALO - BELOIT 








zs 
nels 
‘i 








HARDWARE AGE for NOVEMBER 6, 1930 














Popular Sellers 


These beautifully designed ®uNoce 
Toilet Paper Holders are always 
popular sellers. Like all 


INGC 


Bath Room Fixtures 


they are substantially made 
with a rustproof base of Solid 
Brass highly polished and 
chromium plated. 

——— Dealers who have never handled the Rwcco line 


Furni , ‘ 
Trimmings, of High-Grade Bath Room Fixtures should send 
pholsterer’s s 
Nails, Eyelets, for our catalog of 300 attractive patterns. 
— 
as . 
RiNccoO Fixtures make customers and hold them. 


AMERICAN RING COMPANY Boston—170 Summer St. New York—2 Hudson St. 


‘ San Francisco—116 New Montgomery St. 
Waterbury Connecticut Chicago—29 E. Madison St. 














Shelby Single Acting Checks 


fl 
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4 
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Offset Arm—Compression Spring Type—4 Sizes. Offset Arm—Torsion Spring Type—2 Sizes 

This Hinge has a drop forged spindle of crank This Hinge permits the door to be self closing 
action and is seated in ball bearings. Self closing from 180° and can be made to hold open at 90° 
from 115° and can be opened to 180° and can be if specified. The spindle is crank acting and seated 
made to hold open at 90° if specified. Needle in ball bearings. Spindle and arm supporting the 
valve adjusts closing speed. The top pivot is solid door are forged steel. Top pivot is solid bronze 
bronze with a hardened steel pin. Checking liquid and ball bearing. The closing speed and spring 
conforms to U. S. Government Standards. Sizes tension are both adjustable. Various sizes take 
handle light or heavy interior doors; exterior and care of medium and heavy interior, entrance and 
public entrance doors. Each size can be fur- vestibule doors. Ball bearing intermediate pivots 
nished to center hang vestibule doors without can be supplied. Cement cases are packed with 
mullions. the check. 


The above Single Acting Checking Floor Hinges have all exposed parts of real bronze finished in 
any hardware finish. For complete detail of these and also a complete line of Double Acting 
Checking Floor Hinges; write for Catalog No. 30—Special for Architects, also Catalog No. 31 General 
—Builders’ Hardware Specialties. JUST OUT! 


Manufactured by THE SHELBY SPRING HINGE COMPANY, Shelby, Ohio 


Coast Representative: Pond Hdwe. Specialty Co., Los Angeles, Calif. 
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NEW— 


HIGH SPEED HELICAL TAPER PIN REAMERS 





In offering this latest addition to our list of 
standard cutting tools we feel assured in ad- 
vance of its reception as the advantages of 
Helical cutting flutes are generally recognized 
as very pronounced over the old style straight 
flutes. 


It is essentially a machine reamer 
and the quick left hand Helical 
flutes allow its being rapidly 
forced into the work without 
danger of chatter or breakage. 


New York: 94 Reade St. 


Chicago: 
552 W. Washington Blvd. 





THE STANDARD TOOL (0. 


CLEVELAND 








The results are more holes per hour, more 

holes per reamer, and more holes that pass 

rigid inspection. 

Our new style Helical Taper Pin Reamer 

produces extremely smooth and true holes 
of the correct taper per foot. 


We highly recommend it for use 
in the drill press, the lathe, the 
electric or the air drill, wher- 
ever greater production is de- 
sired. 


London and Leicester, England 
Fredk. Pollard & Co., Ltd. 
Paris, France—Burton Fils. 

Geneva, Switzerland—Im-Fo-Sa 

Successors to J. Lambercier & Co. 
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Even so small a 
thing as a tack 


Atlas Tacks ...small in stature 
...can be of large importance 


to you. 


sack 

” 

“ 

. 

~ 

\ 

a 

Bn 

A 
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ean cut, sharp, serviceable 

A Cl t, sharp bl 

a items ... they give satisfaction 

AS y 

4 to all classes of consumers. 

Y Your jobber has a complete 

we line... in quality and price 

i range. It will pay you to ask 

vs for them by name. 

J 

J 

J 

f 
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ATLAS TACK 
CORPORATION 


FAIRHAVEN, MASS. . . ST. LOUIS, MO, 
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Winter Poultry Fountains 


No. 5 No. 8 


Here are two good practical poultry fountains for 
cold weather. 
The No. 54 is a Cleanable Top-Fill Fountain. The 
top section lifts off and telescopes snugly over the 
water container. Water feeds automatically to the 
large pan. Double insulated walls all around, so 
freezing is retarded. Holds 4 gallons. 
The No. 8 has a capacity of 3 gallons, also has thick 
double insulated walls, and a large 5 in. cleaner 
opening. 
Both styles can be easily cleaned inside, which is a 
big important feature, that is appreciated by the 
poultryman. 
Write for New 72-page Catalog of Moe’s Line of 
Poultry Supplies. 

Nothing better made. 


OEFT & COMPAN 


2305 Davis St. North Chicago, IIl. 
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TOOL HANDLES AND CROSS 
TIES ARE MADE BY ARTISTS 


HEN the experienced tie cutter 

“sizes up” a tree and says it’s 
good for a couple of “lengths,” you 
may be sure only two ties can be cut 
from that tree. The judgment of that 
same woodsman is just as keen when 
he stops at your store and “sights” 
down a handle for his broadaxe. He 
will make no mistake in picking a 
“grip” and “weight” that is uniformly 
good. 


Sallee handles are cut from the world’s 
richest forests of tool handle timber. 
. .. And many workmen in the Sallee 
mill have had more than twenty-five 
years’ experience in designing handles 
that have met every test. 


Write for price lists 
and grading sheets. 


SALLEE BROS. 
POCAHONTAS, ARK: 


Years’ experience in handle making—from 
tread mill to modern plant production. 














When it’s 
the woman 


who pays... 





TELL HER .. . how easily an ALLITH garage door in- 
stallation works. That getting the car out of the garage is no 
trouble at all with ALLITH door equipment. That she may 
depend on ALLITH to function at all times and in all weather. 
That ALLITH matches, in appearance, the finest of cars yet is 
priced no higher than the ordinary kind. 


When the 
man does 


the buying... 





POINT OUT the many mechanical superiorities of the ALLITH. 
Show how outside appearance is matched by inside dependability 
and quality. Tell him that the frame and hanger are of 
Certified Malleable, and that most models have roller bearing 
wheels, ball bearing swivels, and vertical side rollers. 


When the 


Contractor 
-has a problem 





GET OUT your ALLITH Catalog. Simply written, completely 
illustrated, it is your sure guide to all door hardware. Keep it 
handy for ready reference. Take care of all special jobs such 
as airport hardware, etc., at a good profit. ALLITH quick 
service on all orders will help you make friends. If you’ve 
mislaid it, write for another. 


Allith-Prouty Company 


Danville, Illinois 


Allith 


Garage Door Hardware 
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UNBEATABLE F. ind P Cay Is = 


STORE 
FIXTURES 
AT 
BOTTOM 
PRICES 


TODAY’S 
VALUES 
UNEXCELLED 


The Dealer Who Can Buy 
Now— 
Obtains highest value in store fixtures 
for each dollar invested. 
Prepares for good business soon to come. 
Rearranges his store at minimum cost. 


WARREN 








Easier to 


The Tide Is Turning ... Act Now! 


Soon the waves of prosperity will wash away the un- 
usual values now being offered in both store fixtures and 
service. Warehouses that were bulging with all kinds 
of merchandise have been slowly emptying. It is time to 
call back the workers, not as an economic policy but as 
a necessity. Then everybody’s income will be stabilized. 
The housewife will find her needs more urgent than 
financial caution. She’ll buy from the nearby store that 
attracts her as most up-to-date. Then hardware merchants 
will feel the impulse of reviving sales and take care of 
much needed improvements. The whole cycle of busi- 
ness will swing toward prosperity. 


Buy new store equipment now while prices are at the 
bottom. Never in your lifetime will Store Fixtures be 
lower in price than today. Never will service be better. 
Warren Fixtures, bought now will give the same boost to 
your sales as those installed later—in boom times. Post 
yourself on values and prices. Send the coupon. 


J. D. WARREN MFG. COMPANY 
208 W. Washington St., Chicago, II. 


Send the Coupon! 
Ask Your Jobber’s Salesman about the New Warren Prices 


SECTIONAL DISPLAY FIXTURES 


Pa a he eee eee ieee 


"5. D. WARREN MFG. CO. 
208 W. Washington St., Chicago 
We want to know more about Warren Fixtures and Correct 
Store Arrangement. Please send us: 
(] The New No. 31 Warren Fixture Catalog. 
(J The Warren Display Table Folder. 
(] The No. 330 Information Sheet for Suggestive Store Arrangement. 
(0 The No. 22 Catalog of Warren Standard “Close Out” Fixtures. 


H. A. 11-6-30 : 
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SHERMAN 


Made of Mounted 
Solid On 
Brass Heavy 
Heavily Pressed 
Nickeled Steel 
To Last Base 





PORTABLE 
SPRAY HEAD 





Creates Big Extra Sales 


of Hose and Fittings 


This simple device connects right up with hose 
in series and creates a portable lawn sprinkling 


system that is so LOW IN PRICE every home 


owner can afford several. 


Made of SOLID BRASS—cannot rust; fits 
standard size hose; will not tip over; needs no 
adjusting; gives a perfect mist-like spray and 
covers a wide area. Will not damage tender- 
est plants or finest lawns. 


Sells EXTRA Coupling Equipment to divide 
old hose and also sells NEW HOSE to ex- 
tend system. Most customers buy a carton of 
4 Spray Heads with 2 Caps. For homes, 
nurseries, parks, gardens, cemeteries, golf 
courses, playgrounds, estates, etc. 


Sells the fastest of any item we have ever put 
out. 


ORDER NOW! 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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73 YEARS ExPeRIENCE—as manufac- 
turers of high quality saws. 

eZee 
Tue Best MaTerIAL—SILVER STEEL 
Atkins’ exclusive formula. 

eBe 
Unirorm Temper—no soft or hard 
spots, holds tension. 


aes FAMOUS SELLING 
Perrect Workmansnip—the best REASONS 


brains, skill and money can produce. 
e5e 


Exciwvsive Fratures—in both design fc > rr t ts | , mer A\% be CT) 


and finish are exclusive with Atkins. 


® 6 ® / _ a Se | 
i v i | 
Errictency—cuts faster because of YT | 5 kK | A % 


sharp, correct shaped teeth and 
grinding. °7e 
Lone Lastinc—Siiver Steet lasts 
longer than ordinary saw steel. 

°*Be 
User Protectep—every Atkins 
product has the maker’s name clearly 
etched in the blade and is a positive 
guarantee of satisfaction. 

eDe 
Steapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 

°1Oe 
DistR1BuTION — Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, Seattle, 
San Francisco, Vancouver, B. C., J 
and Paris, France. Facrories: / 
Machine Knife, Lancaster, 
N. Y.; Grinding Wheel, 
Detroit, Mich.; Cantol 
Waz, Bloomington, 
Ind. Canadian, 
Hamilton, 
Ontario. 
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The Demand 
is for ATKINS 


No matter what kind of a saw you have a 

call for, you can fill the order with an Atkins. 
Crosscut Saws are no exception. Users like them 
because they are of Sitver STEEL, which holds a sharp 





























keen edge longer, cuts fast, free and easy. Sitver STEEL 
Crosscut Saws are Segment Ground, an exclusive Atkins 
grinding feature that cannot be duplicated. There is an es- 
pecially designed saw for cutting any kind of timber. 


Stock Atkins and meet the demand we are creating by our 





pated advertising to the users. Write for Crosscut Saws and Saws on 
t 


Blue Stick the Farm book—also Window Display. 


ATKINS comeany 


INDIANAPOLIS, INDIANA E 
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“John and I are cutting out are already full of petitions. Congressmen are no 


Hardware Versus Christmas foolishness this year. longer impressed by petitions. They are impressed by 
Gimcracks All of our gifts will be useful personal letters; personal telegrams from their constit- 
articles. No gimcracks.” That uents and direct personal talks by business men on legis- 
was part of a conversation we overheard in a Pullman lation affecting business interests. 
car recently between two well dressed women. Get in touch with the Representative from your dis- 
It brought rather forcibly to mind the remarks of trict. Tell him where you stand on the matter and 
President J. E. Stone of the American Hardware Man-_ why. Let him know that business men individually and 
ufacturers’ Association, at the Atlantic City conven- collectively are interested in this bill. 


tion. He said: r Do it Now, and neither Mr. Kelly nor the business 
“The American people are proverbial money spenders. world will need to guess as to what Congress will do. 
I might say we are money wasters instead of spenders, It is up to you. 


and indulge our fancies to the detriment of our needs. -_ 
Thus we have seen the enormous growth of new in- 


dustries catering to our pleasures and vanities, with The Every time there is a sugges- 
the result that staple industries such as ours have tion of legislation which will pro- 
suffered. Price Fixin tect a manufacturer’s investment 

“However, with the present tendency on the part of II § in an advertised, trademarked 
the great buying public to economize, does it not seem Fallac article, and will likewise protect 


probable that, if properly approached the buying mind the regular distributors of that article against ruin- 
can be diverted to hardware? ouous cut price competition, a howl arises. It 
“It means team work all along the line, but with at- emanates from those whose idea of business is to 
tractive, useful, necessary merchandise, properly priced yse such advertised, trademarked articles as bait; 
and attractively displayed, it can be done.” to sell them below their cost, if necessary, in order to 
Woman, the buyer, puts her official sanction on the qelude the public into the belief that all the merchan- 
above—at least so far as the coming Christmas holi- ise they sell is cheap in price. Back of the idea, of 
day is concerned. It looks like the hardware man’s course, is the old gouge system of unloading on the 
opportunity, if he grasps it. public a lot of unknown, unbranded merchandise, so 
priced as to yield exorbitant profits. Strange to say 

The Capper-Kelly bill the howl always takes the form of crusade against 


Congress— will come up for a vote price fixing, and the public often falls for what is 
the Capper-Kelly Bill in the House of Repre- merely misleading propaganda. 

sentatives some time in Somebody always has to fix a price before anything 
—and You December, according to can be sold. If the price is wrong, competition of 
the Hon. Clyde Kelly, representative from Pennsylvania similar goods soon puts it right. 
and co-author of the bill. The question really is: Should prices be set by the 


Mr. Kelly also is responsible for the following sig- manufacturer in open competition with similar prod- 
nificant statement: “If I knew exactly what the busi- ucts, or by unscrupulous distributors, whose aim is to 
ness men of America are going to do, I might be able sacrifice profits on known goods in order to bleed the 
to tell you now what will be done in regard to this bill public on unknown goods, where again such distrib- 
at the next session of Congress in December.” utors fix the prices? 

The hardware industry should make known to Con- The present system is one of price fixing. What is 
gress quickly and positively that it is in favor of this needed is a system which will stop cut price distributors 
bill, to prevent unfair price competition; not through from fixing prices on unknown private brands in order 
petitions, however, because Congressional waste baskets to cover losses on known goods of guaranteed quality. 
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Body and Soul 


INGES at one time weré considered about as 
thrilling as a safety pin. They performed a very 
among progressive whole- important function but their claim to beauty was 
dik tied ies te limited. More than a decade ago McKinney 
study a manufacturer's ushered in a new era. McKinney gave hinges 
sible ias “ate ia Ns body and soul! It is for this reason that today 
product. McKinney nine out of ten consumers never have heard of 

ee ie any make other than McKinney Hinges. . 
colin ete the The vital point to the hardware trade is that 
medern way of Mc KINNEY the high degree of development work which 
doing business. McKinney has applied both to the beauty 
bieliseney poll and utility of hinges has made many units 
Be ee HARD W ARE of this line specialties. At the very begin- 
mane hias ning through generous national advertising 
tite ian be: pre- for Builders McKinney brought hinges forward in the con- 
sented in black sumer’s mind. Then as new alluring finishes 
seca eli Ses ike _and artistic designs were added the decorative 
small space. First, importance of hinges was emphasized. Then 
McKinney products came the new arts of combining metals, of per- 
wt et auld te tht fecting hinges to carry unusual loads, of adding 
steéee or eaberier new duties for the hinge to perform—such as friction 
houses. Second, develop- control for hospitals... To be a recognized distribu- 
ment work is concentrated tor of McKinney Hinges not only gives you the bene- 
on the perfection of spe- fits of the present perfection of the line but you know 
riatites thet exit vuaate the that you will be the first to present all future develop- 
ments to, your trade. ... McKinney Manufacturing 


legitimate hardware trade I ‘ 
from profitless competition. Company, Pittsburgh, Pennsylvania. 


President 





McKinney Policies 


There is a decided trend 


| 
| 





HINGES 

GARAGE HARDWARE 
FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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Every week one of the store’s two windows features tools—Good tools only. No cheap tools are displayed anywhere. 


Spier is Bearing Down on Tools 
Harder than Ever 


at HILE other dealers 
are spending val- 
uable time and 
energy analyzing 
the whys and wherefores of chain 
store competition, we are analyz- 
ing our own business. This is par- 
ticularly true in our tool depart- 
ment. Instead of trying to con- 
vince ourselves that the only fu- 
ture of tool sales is for cheap un- 
satisfactory tools to be sold by 
girl clerks in chain stores, we are 
pushing harder than ever on the 
display and sale of good tools.” It 
sounded interesting and encourag- 
ing when Geo. W. Deegan said it. 
As manager for Sam Spier Hard- 
ware Co., San Antonio, Tex., he 
has made for his firm an enviable 
record. 
Every week one of the store’s 


No energy is consumed in 
worrying about chain stores 
—this Texas firm attends to 
its own knitting—profitably 


two windows features tools, only 
the good kind. There are no cheap 
goods on display or on sale. The 
tool department is directly in 
front, to the right and under the 
direct supervision of R. H. Nagel, 
about whom Manager Deegan says: 
“There’s the best tool man in the 
country, that’s one of the reasons 
why our trade is good. Mr. Nagel 
studies all the trades and can 
equip novice or veteran with ex- 
actly and completely the kind of 
tools needed. Anything new in 
the tool line he investigates. Our 


© 


store prides itself on having the 
latest practical tools first. 

“When Nagel isn’t entirely con- 
vinced of the. value of some new 
item he arranges for a testing out 
by himself and by some expert 
mechanic for whom the new tool is 
intended. In this way we have at 
our command definite and tangible 
selling points to work with. We 
don’t have to depend on words. 
When we go to work on a pros- 
pect we can talk with authority. 
Mechanics and houseowners know 
this about our store. 

“Many of the so-called unusual 
things are common in our tool 
stock. Our assortment on taps 
and dies is as complete as it could 
be. People know they can get 
here what can’t be bought else- 

(Continued on page 74) 
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Smoke 


HE usual arguments in favor of the Utilities 

companies operating merchandise departments, 

are beginning to manifest themselves. Ex- 

cuses, alibis and soft-pedal activities are already 
in evidence—sometimes coming from the least ex- 
pected sources. 


Evidently the campaign started by HARDWARE AGE is 
stirring up something and word has gone out to start 
the smoke screen, and revive the art of camouflage. 


It is now in order for merchants and wholesalers to 
receive glib assurances that the Utilities are rapidly 
abandoning all unfair or unethical merchandising prac- 
tices; that in the final analysis al] that has been done 
will react to the benefit of said retailers and whole- 
salers; that the Utilities have created and are creating 
vast markets for appliances, thus opening the doors of 
profit opportunity for the independent distributers; in 
short, that the Utilities are much maligned business 
philanthropists whose efforts to aid independent retail- 
ers and wholesalers are not appreciated because they 
are misunderstood. 


Let’s consider the matter dispassionately in the light 
of those assurances. Is there any conclusive evidence 
that the Utilities as a whole are abandoning those poli- 
cies which the independent retailers and wholesalers 
consider unfair methods of competition? Are condi- 
tions showing any decided betterment? We will leave 
the answer to you retailers and wholesalers throughout 
the country. What are your individual opinions in the 
matter? 


True, there is considerable discussion in the utility 
field on the subject. True, there are some Utilities that 
have abandoned, wholly or in part, the merchandising 
tactics to which we object. True, some Utilities have 
made overtures to local merchants which have not borne 
fruit. Despite all this the fact remains that hardware 
jobbers and retailers in practically all sections of this 
country still find themselves confronted with policies, 
methods and tactics in the sale of electrical and gas 
appliances which are unfair and unethical. If the situ- 
ation is showing any decided betterment, the letters 
we are receiving daily from hardware retailers and 
wholesalers do not reveal it. 


SCreens and} 





The Bally-hoo ts on - - 


Merchants will be told that utilities 
are abandoning unfair tactics - - - - 
That utilities are developing markets 
for independents - - - - 
That utilities are misjudged because 
they are misunderstood - - - - 











Is it true that what has been done by the Utilities 
companies in popularizing appliances and increasing 
demand for them is reacting or will react to the ultimate 
benefit of the independent wholesaler and retailer? 
Again we say, use your own judgment. Has the in- 
crease in demand for appliances helped your business, 
Mr. Retailer? Has it caused people to flock to your 
store to buy appliances on a basis which yields you a 
fair profit? 


We do not deny that merchandising by Utilities has 
increased the use of appliances. None of the letters 
we receive deny it. But—the letters we receive daily 
indicate that the increased demand is largely taken 
care of by those same Utilities, and on a basis of un- 
reasonably low prices, unwarranted trade-in offers, pre- 
miums and ridiculous terms of payment. If that means 
opportunity for the hardware wholesalers and retailers, 
then there is opportunity aplenty—but opportunity for 
what ? 


We are told that the merchandising efforts of the 
Utilities companies are largely directed toward the 
sales of so-called major appliances. This includes gas 
and electric ranges, refrigeration appliances, etc. We 
do not doubt it. The Utilities are naturally interested in 
the sale of appliances which use in large quantities the 
power service they sell. 


Does that fact alter the condition we face? Are not 
the same unfair methods of competition applicable to 
major as well as minor appliances? Is there any reason 
why the hardware retailer and wholesaler should face 
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d| Camouflage 


By LLEW S. SOULE 





profitless prices, pre- 
mium bait competition 
and ridiculous time pay- 
ment terms on major ap- 
pliances? Is there any 
reason why they should 
not be able to compete on 
a fair basis on sales of 
major appliances? 

Since when has it be- We will give you 
come an unwritten law 
that independent whole- 
salers and retailers 
should be limited to sales 
of minor appliances 
only? Are gas and elec- 
tric ranges, refrigera- 
tion units and similar 


display window 





ONE DOLLAR 


Puts this Beautiful Range 
in Your Home 


24 MONTHS TO PAY, 
WiTH NO INTEREST 


But we will do better than that. 


$10.00 FOR YOUR OLD RANGE, 


regardless of make, size or condition. 





In addition we will give you a complete 
set of dishes, like those shown in our 
(retail value $10.00) 


or not service rates gen- 
erally have advanced be- 
cause of such practices is 
immaterial. Laws are 
designed to prevent acts 
which might be inimical 
to the public. So long as 
Utilities are allowed to 
merchandise and to ab- 
sorb losses incurred 
through merchandising, 
there is opportunity for 
higher rates. The incen- 
tive for such higher 
Sai rates is always present. 


We are told that the 
Utilities cannot be re- 
strained from merchan- 
dising; that court de- 








appliances to be taboo, 
so far as the wholesaler 
and retailer are con- 
cerned? Manufacturers 
will certainly ‘have 
something to say about 
that. 


tion was $130.00. 


the $10 premium. 


Most assuredly the 
Utilities will not display 
and sell ail makes of major appliances. There is bound 
to be a favored few behind which Utilities’ efforts will 
be cast. How about the others? How about the favored 
few if the Utilities once gain a monopoly of sales? Will 
the profits to the makers be maintained? Not according 
to the history of monopolies. 


Meanwhile we cannot help but ponder over the remark 
made by a certain hardware jobber after he had been 
told that the Utilities were interested only in major 
appliances. He said: “Jt’s the first time I ever heard a 
curling tron referred to as a major appliance.” 


We are told that it is foolish to attack this question 
from the angle of utility service rates; that rates have 
not been increased even though merchandise losses have 
often been charged to general operating expenses of 
Utilities companies. 


We fail to see the logic of that argument. Whether 


One of our readers tells us that a Utility Company ad 
similar to the above appeared in the local papers of his 
town; that the regular retail price of the range in ques- 
The Utilities price was $95, without 
taking into account the trade-in value of the old range, or 


It will take a lot of camouflage to make dealers belitve 
that such tactics open the door of opportunity for them. 


cisions not only empha- 
size their rights to sell 
appliances, but in some 
cases go farther and say 
that they should do so. 


That again is beside 
the point. If it is inim- 
ical to public interests 
for Utilities companies to operate merchandise depart- 
ments, or to use methods which come under the head of 
unfair competition, and the present laws are inadequate, 
certainly proper legislation can be obtained to remedy 
the situation. If all else fails, there is always recourse 
to public ownership, and although we do not favor pub- 
lic ownership of Utilities, continuation of present con- 
ditions may force its consideration. 


Finally we are told that the real solution of the prob- 
lem lies in cooperation with the Utilities rather than in 
competitive wars or legal remedies. There is a grain of 
truth in that argument. If cooperation will stop unfair 
practices, protect the public and preserve fair profits, 
we are for it. 


We can only say, however, that so far cooperation has 
not lived up to its reputation as a cure. Meanwhile time 
passes, and the urgency of the problem demands results. 

What are you going to do about it? 
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Planning a Hardware 


AKING it easier for his 
customers to buy is the 
one thought every mer- 
chant should keep in 

mind and this is especially true in 
arranging open counter displays. 

This applies not only to the 
actual arrangement of the mer- 
chandise on the counters but also 
in the selection of the merchan- 
dise when he buys it. 

Open display counters will not 
sell merchandise that is shop worn 
out of date, out of season or for 
some other reason is not salable. 
No matter how you display mer- 


GLI 


The stock was carried in draw- 
ers behind the counter and the 
first box he brought out were too 
long and the next box too heavy, 
but with the third try he finally 
got the right size after opening 
the three boxes. All this could 
have been avoided by having each 
brad sampled on a small board 
and kept on the counter near 
the stock. But that wasn’t all. 
He still had to make out a sales 
slip after finding out from one 
of the other sales people what 
the price was and the fact that 
I would have to buy a pound 


F/G.\2 BUILDERS’ SUPPLIES 


There is almost no end to the number of items in builders’ and cabinet hardware that 
can be displayed on the open display counter. 


chandise if it is to sell in rea- 
sonable quantities it must be 
salable and seasonable to begin 
with. 

The success of the chain store 
has been built upon the fact that 
they display seasonable merchan- 
dise in such a way that it is easy 
to buy. The customer sees the 
merchandise, pays for it and is 
gone in less time than it takes 
salespeople in some stores to find 
their sales book and make out a 
sales slip. 

Just the other day I needed a 
few 1-in. brads and went into a 
hardware store in a city in west- 
ern New York to get them. After 
waiting my turn while the sales- 
person climbed a ladder to the 
ceiling three times to find out he 
did not have the item the customer 
ahead of me wanted, he began a 
search for the brads. 


because they didn’t break pack- 
ages. So I paid my quarter and 
waited for my change. 

But here is the sad part. 

When I got back to the store 
where the mechanic was waiting 
for the brads and mentioned to 
him what had taken so long, he 
said, “Why didn’t you go to the 
10-cent store? There they have 


brads in small boxes all spread 
out on the counter where you can 
pick them out and buy them 
quickly.” . 

I wonder how many other me- 
chanics in that same city go to the 
10-cent store for items they want 
to buy when they do not want to 
stand around waiting in a slow 
service store. My guess is that 
service of this kind brings lots of 
business to the 5 and 10. 

Figs. 12, 13 and 14 show how 
merchandise can be arranged on 
open counters to make buying easy 
for the customer, selling easy for 
the sales person and sales and 
profits larger for the store owner. 

Of course, no arrangement will 
fit every store, but every mer- 
chant can by study and testing 
determine the arrangement of 
merchandise that is best for his 
store. 

In fact, to succeed in any line 
of business today and in almost 
every branch it requires constant 
testing and the display counter is 
no exception to this modern way 
of earning profits. 

By keeping a close record of the 
results of tésts in arranging the 
merchandise on the counters you 
will not only determine the correct 
arrangement as far as selling is 
concerned, but it will prove a tre- 
mendous help in buying accur- 
ately. 

For after all, open display sell- 
ing like any other kind of selling, 


Every person coming into the hardware store is a prospect for electrical merchandise. 
For this reason the electrical counter should be given prominent space in the store 
preferably near the front. 
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This series of articles by 
Mr. Ganzer began with 
the June 5th issue of 
Hardware Age, appearing 
in the first issue of the 
month thereafter. This in- 
stallment deals with the 
actual arrangement of the 
merchandise on the open 
display tables as well as its 
selection when buying. 
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Fi6.14 Autosmobi/e Accessories 


Auto accessories and supplies is another display that is of interest to almost everyone 
entering the store. But keep them clean and keep them shined up if you want them 
to sell fast. 


requires accurate buying as well. 
Open display selling is not a 
method of selling your customers 
something they do not need. On 
the other hand it is a simple 
method of showing all your cus- 
tomers all the merchandise you 
have for sale and telling them 
through the price card how much 
you want for it. They do the rest, 
they take it or leave it and if you 
have bought accurately they will 
find many things in your stock 
that they will buy tn addition to 


the one item they came to the 
store to buy. 

Many merchants using open 
display counters do not give 
enough space to the display of 
their better class of goods. They 
seem to feel that the display coun- 
ter is intended only for the dis- 
play of the cheaper goods. 

This idea is all wrong. One 
hardware merchant in Chicago 
found to his surprise that he sold 
more $3 razor strops from an 
open display counter in two weeks’ 
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By JOHN H. GANZER 
Chapter V Continued 
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Photo courtesy J. D. Warren Mfg. Co., 
Chicago, Ill. An attractive open display 
hardware store in Chicago. 


time than he did out of a show 
case in the same location in over a 
year. Every customer is not look- 
ing for something cheap, although 
it is true that many are. 

A good example of a practical 
center arrangement of open dis- 
play counters is shown in Fig. 15. 
In this store the aisles are wide 
and roomy and a very convenient 
cross aisle is provided right back 
of the first island arrangement of 
counters to let customers easily 
get from one side of the store to 
the other bringing them in touch 
with all of the merchandise. 





+ 
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THe WHOLESALE AND 


Editor, 


OST of us are apt to say 
that we are in a period 
of depression—I should 
rather think of the 
matter as a period of readjust- 
ment, which, in fact, it really is. 

But I wonder if we fully realize 
what is meant when we say that 
we are in a period of readjust- 
ment? I fancy not, as the ma- 
jority of merchants with whom I 
have talked simply tell me that 
this is a time of slack business, 
low employment, reduced purchas- 
ing power, no profit; they usually 
add that they suppose they will 
have to stand it and take their 
medicine with everybody else. 

The sad part of it is that most 
of us have not given the matter 
serious thought, with the idea of 
trying to find out exactly what has 
happened—how it happened and 
how conditions will be righted 
once more—and it is my purpose 
to briefly review the subject here. 

As a matter of fact, the term 
“readjustment” means exactly 
that—nothing more and nothing 
less, though at first glance it may 
appear deceptive when applied to 
business. 

In boom periods, such as we 
have just passed through, all 
kinds of excesses develop, based 
chiefly on easy credit. 

The consumer is_ induced, 
through easy credit, to spend lav- 
ishly, and when this spending 
habit becomes _  ffirmly fixed 
throughout the country, or in a 
large area,.a boom condition de- 
velops. 

To supply the rapidly increas- 
ing demand for merchandise, mills 
start up, and, as the boom pro- 
gresses, great productive expan- 
sion takes place—commodities be- 
come hard to get, and prices ad- 
vance—this raises manufacturing 
costs—the price to the wholesaler 
advances, and he, in turn, ad- 
vances his prices to the retailer. 

The demand for labor becomes 
acute—there are more jobs than 
there are workers to fill them, so 
the price of labor is bid up. 


Clover Business Service; 


BY E. B. GALLAHER 
Treasurer, Clover 
Nerwalk, Conn. 


Editor’s Note: These articles by Mr. Galla- 
her, Editor Clover Business Service, Treasurer 
Clover Manufacturing Company, Norwalk, 


Conn., a recognized authority in matters per- 
taining to the Economics of Business—repre- 
sent his own unbiased opinion of the subjects 
treated. 

“abine cane AGE holds no brief for or 


e expressed, which are pre- 
sented by Mr. Gallaher as his voluntary con- 
tribution to the Hardware Industry. 

Both the Author and HARDWARE AGE 
will, however, welcome any comments from our 
readers or suggestions of subjects for Mr. Gal- 
laher to discuss in future articles. 





All this extra employment and 
the increased payrolls, naturally 
increases consumer purchasing 
power, and the retailer finds it 
easy to advance prices and sell all 
kinds of luxuries, because his cus- 
tomers have plenty of money and 
have become extravagant in their 
ideas. 

Sooner or later such a condi- 
tion is bound to lead to over-ex- 
pansion of inventories and over- 
expansion of credit; and when the 
time arrives that the expansion 
becomes topheavy, it will crumble 
down like a stack of cards. 

Now, some boom periods may be 
classed as ordinary or regular, 
while other booms must be con- 
sidered as out of the ordinary, de- 
pending upon the degree or extent 
to which the excesses have been 
allowed to run before the check 
takes place—our last boom has 
been one of the most extraordin- 
ary on record, due to hitherto un- 
known excesses brought about by 
an entirely new form of consumer 
credit. 

We, therefore, found ourselves, 
in October, 1929, making a new 
altitude record for all time— 
driving our plane, so to speak, on 
the theory that the sky was the 
limit, when of a sudden our gas 
ran out and we plunged to earth. 

The immediate effect found us 
with enormous losses in the se- 
curities markets—enormous' un- 
paid inventories in the hands of 
consumers—enormous inventories 
of goods in process of manufac- 
ture—and high-priced inventories 
in the hands of wholesalers and 
retailers. 


Industry was closed 


rapidly 


Manufacturing Co. 


down—workers cast adrift with 
no means of getting employment— 
huge indebtedness for goods we 
had bought through the new fan- 
dangled instalment plan, with our 
chance to pay impaired. 

Bread lines quickly formed— 
misery and destitution among our 
workers and small business men 
rapidly developed. Here we have 
the picture. Manifestly, readjust- 
ment means that we must prompt- 
ly, and without further delay, get 
back to earth and make a new be- 
ginning. 

Our first and most important 
duty, then, is to fully realize the 
situation—refrain from dodging 
the issue, and get back to work 
along sane and safe lines once 
more. 

The first branches of industry 
to feel the shock of readjustment 
have been those dealing in com- 
modities and raw materials— 
prices of our basic commodities, 
such as coal, cotton, grain, copper, 
silk, silver, lead, zinc, rubber, cof- 
fee, sugar, wool, etc., have been 
steadily declining since May, 
1929—the total average decline for 
this period has been about 23 per 
cent. 

Manifestly, the wholesale dol- 
lar has greatly increased in value, 
as it will buy much more today in 
raw material and commodities 
than it did at the peak of the re- 
cent boom period. 

For instance, a wholesale dollar 
last year bought only 4.16 lb. of 
copper, while today it buys over 
10.5 Ib., etc. 

Of course, this state of affairs 
has been brought about by over- 
production—stepping-up output 
during the boom to anticipate 
greater and greater demand, 
which was not realized. 

Being first to feel the necessity 
for readjustment, commodities, as 
usual, began to decline during the 
wildest period of the boom, which 
always marks its culmination. So 
today we find commodities pretty 
generally liquidated—in fact, 
many commodities are being sold 
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| THE RETAIL DOLLAR 


below cost of production, a con- 
dition which is unhealthy, and 
which eventually must and will be 
righted. 

When the prices of commodities 
and raw materials fall, this theo- 
retically should mean that the 
price of manufactured goods 
should promptly be reduced, and 
it also should mean that such re- 
ductions be passed on through 
wholesaler and retailer to the 
consumer. 

But, actually, this has not been 
the case, as we find that while 
commodity pices have fallen 23 
per cent, retail prices, on the aver- 
age, have only fallen 8 per cent. 

In other words, the retail dollar 
is not worth nearly as much as 
the wholesale dollar, and this out- 
of-balance condition is one of the 
primary reasons why the “Buy 
now” campaigns will not prove as 
successful as many hope they will 
—people who have money which 
they could spend are not going to 
spend it until retail prices and 
values are brought down to a point 
where they no longer embarrass 
the huyer; where buyers feel they 
are offered bargains—when this 
point is reached, the desire of pos- 
session will be found strong 
enough to overcome the tendency 
to hoard—people will forget that 
there has been a depression; they 
will commence buying; the situa- 
tion will rapidly clear up. 

In fact, this is the principal re- 
adjustment we are now waiting 
for, and must have, before a foun- 
dation can be laid on which to 
build for the future—the consum- 
er’s dollar must be placed in posi- 
tion to buy just as much material 
and labor as does the wholesale 
dollar, and until this takes place 
people will not buy beyond their 
absolute necessities; and, until 
liberal consumer-buying returns, 
there is no possible chance to im- 
prove conditions. 

Unfortunately, our period of re- 
adjustment has been greatly de- 
layed, due to what one financial 
writer has termed “The conspir- 
acy of optimism,” which hs been 
advanced by the captains of in- 
dustry and by: high government 


officials ever since the collapse of 
the stock market last October. 

The result of this optimistic 
propaganda has been to make the 
average citizen feel that the old 
jazz era would promptly return— 
that business had only suffered a 
slight, temporary setback; and, as 
I heard the governor of one of our 
great New England States say last 
January, after he had returned 
from a conference in Washington, 
“business will be absolutely nor- 
malin 60 days.” 

Natural enough, it was, then, 
to find manufacturers holding up 
their prices, even though their 
crude materials were costing very 
much less than when these same 
prices were originally established; 
for they figured that if they re- 
duced them, they could not readily 
advance them again, and, should 
commodity prices rise, they would 
be stuck. : 

Likewise, the retailer, seeing 
that wages were not being re- 
duced, and that there was a fair 
amount of employment about, 
could see no reason why he should 
sacrifice his high-price stocks and 
become the goat, especially in 
view of the fact that he had been 
assured business would be nor- 
mal again very soon, and a greater 
prosperity than ever was “just 
around the corner.” 

Meanwhile, lots of water was 
continually passing over the dam 
—conditions became steadily 
worse—commodity prices sank 
lower and lower—employment in- 
creased greatly—purchasing pow- 
er became seriously impaired— 
those who had a little money, put 
it away—sales became increasing- 
ly difficuit. And here we find our- 
selves today. 

We have progressed, however, 
because the public is beginning to 
realize that it has been fooled— 
that conditions are really serious 
—that all the talk in the world 
will not right the situation—that 
something tangible must be done. 

It is just dawning on us that 
while charity has become really 
necessary to help the unfortunate 
jobless through this winter—that 
while the “Buy now” campaigns 
are good in purpose and should be 


encouraged—that asking employ- 
ers to double their forces and run 
on half-time shifts is commend- 
able and will help temporarily— 
yet we now realize that all these 
things will only serve to help us 
over the momentary situation, and 
that business cannot revive until 
the public at large begins to buy 
freely and normally once again. 

If we will admit the theory that 
before active consumer-buying 
will be resumed, it will be neces- 
sary to substantially increase the 
value of the retail dollar, then we 
must reach the conclusion that re- 
tail prices have to decline in or- 
der to induce large-scale buying. 
Right here before us, therefore, 
lies a painful road to travel, for 
deflation of all the many excesses 
that have crept into business dur- 
ing the past boom period, in man- 
ufacture, wholesaling and retail- 
ing, must be cut out without 
mercy, letting the chips fall where 
they will—each branch of indus- 
try must once more be placed on a 
sound, economic basis, where each 
can do its part economically, make 
a fair and legitimate profit, while 
reducing prices to the consumer 
which will represent true instead 
of fictitious values. 

In a short editorial it is mani- 
festly impossible to review, even 
inethe most casual way, the many 
excesses which have crept into in- 
dustry during the recent boom; 
suffice it to say that cost of pro- 
duction can no longer be burdened 
with an overhead increment based 
on watered valuations that are 
often ten times greater than the 
cash invested. Nor can the re- 
quired new prices be arrived at if 
we persist in the great wastes oc- 
casioned by the old high-powered 
stuff. Nor can the manufacturer 
arrive at proper price levels for 
his product if, he continues the 
uneconomic and costly practice of 
having, sometimes, triple sales 
forces, selling wholesaler, retail- 
er and even consumer direct. All 
such nonsense, and other excesses, 
must be cut out before his prices 
can be made attractive for present 
market conditions. 

(Continued on page 77) 
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Detroit Jobber Demonstrates 


Better Selling Methods... .. 


ITH the purpose of 
educating hardware 
dealersinbetter 
methods of merchan- 
dising their goods in order to 
compete successfully with chain 
stores, Buhl Sons Co., Detroit, one 
of the largest hardware jobbing 
houses in the country, held its 
third annual fall exhibit from Oct. 
13 to 18 inclusive. During that 


period hundreds of hardware re- 
tailers in the territory served by 
the Buhl company took advantage 
of the opportunity to inspect late 
fall, Christmas, winter and spring 
merc handise and to acquaint 
themselves with new selling ideas. 


This model retail hardware 
store attracted much attention 


Prominent among the displays 
were sample windows of various 
products dressed by professional 
display men. There also were fall 
scenes reminding the visitor of the 
season of the year without actual- 
ly trying to put before him any 
merchandise. These were typified 
by a fall hunting scene showing a 
man dressed in hunting costume 
in a field in which live Chinchilla 
rabbits were running about. The 
old rail fence lining the field dates 
back more than 100 years and in 
itself is of historical interest. 

Another fall scene showed a 


‘ countryside with corn stalks, 
pumpkins and three live pheas- 
ants. It served to take the deal- 
er’s mind away from business for 
a moment and to bring to his at- 
tention a novel and realistic repro- 
duction of the fall season. 

A model retail hardware store, 
which is part of a permanent ex- 
hibit, attracted much attention at 
the fall show. One of the win- 
dows had a display of electric 
heaters and the other fall sport- 
ing goods. It.is the company’s 
policy to change the merchandise 
in this store from time to time. 
The store is entirely outfitted with 
Warren fixtures. There is a glass- 
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Buhl Sons Co.,Detroit, 
holds third annual fall 


exhibit as educational 


inclosed display counter at the 
front of the store in which mer- 


chandise, such as cutlery and 
watches, is shown. These are 
items which the dealer ordinarily 
does not want everyone entering 
the store to handle. At the right of 
the door as one enters is a rack 
for golf clubs. Behind the dis- 
play counter in the center of the 
store are open counters with indi- 
vidual trays with a price mark on 
each article. One side of the 
store is devoted to shelf goods 
which are housed in_ inclosed 
wall fixtures having adjustable 
shelves. The exterior has sample 
panels of articles for the custom- 
er’s inspection. The lower panels 
are removable so that a buyer can 
look at goods closely and the deal- 
er can resample the panel with 
ease. On the opposite side of the 
store on open shelves are house- 
hold goods. At the rear is the 
paint department in front of 


feature for their dealers 









Tables running down the center car- 
ried the company’s regular lines. 
Lower photo, a toy window display 


which is a counter for wrapping 
merchandise. 

Much interest centered in Toy 
Town, consisting of a large sec- 
tion of floor space devoted entire- 
ly to articles which please the 
kiddies. Toy Town was housed in 
a section apart from the remain- 
der of the exhibit and was a com- 
plete display in itself. The ex- 
terior of this section was given 
over to model toy windows dis- 
playing various products. One 
was devoted to Erector sets, an- 
other to All-Fair toys and games 
and a third to dolls. A special 
Lionel train exhibit and large 
dolls housed in an inclosed cabi- 
net with tiered shelves were also 
featured in Toy Town. 

A window showing electric 
toasters and waffle irons was spe- 









cially interesting because it was 
trimmed entirely in black and 
gold, a combination which gave a 
rich-looking effect. At a display 
of Coleman products toast made 
on Coleman electric toasters and 
coffee from Coleman electric per- 
colators were dispensed to visitors. 
There were many other displays 
each devoted to a particular line 
of goods, such as roofing mate- 
rials, sporting goods, builders’ 
hardware, radio and golf goods. 
Of extraordinary interest was 
a miniature oil display, with an oil 
well gushing forth real oil, a re- 
finery, dynamite building, railroad 
tank cars ready to be loaded with 
oil and other accessories of an oil 
producing region. A store win- 
dow of electrical goods as well as 
a display of the “Evolution of 
Light” was a feature of the West- 
inghouse Electric & Mfg. Co. 
Running down the center of the 
large display room were tables on 
which the company’s regular line 
of merchandise was shown. Em- 
phasis was placed on new articles. 
A good example of this was the 
long-handled dinner knives which 
recentl:” have become the vogue. 
Representatives of manufactur- 
ers were in attendance throughout 
the week explaining to dealers the 
virtues of their merchandise and 
instructing them in how to sell it. 
An outstanding feature of the 
show was the line of arms, cutlery 
and ammunition displayed by 
Renzington Arms Co., Inc. This 
was in charge of B. B. Willard. 
(Continued on page 74) 
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About “The Vicious Circle” 


Keokuk, IowA.—As a reader of 
the Harpware AGE I took particular 
notice of the article of Oct. 16 entitled 
“The Vicious Circle,” dealing with the 
unemployment situation as it exists 
today. 

It seems to me a logical way to 
a cure for the present condition would 
be for the manufacturers to raise 
their wages to their employees and 
put the men to work at a higher wage 
and raise their prices accordingly on 
their products. This was demon- 
strated during the late war as being 
the only way of handling the situation. 

It does not make much difference to 
the laboring man or any other class of 
the buying public what an article costs 
so long as their income is in keeping 
with the price of the article. But as 
the situation exists today, wages are 
low and the manufacturers, it seems, 
are trying to reduce their prices, 
which does not affect the volume of 
their business, due to the fact that the 
buying public does not have the money 
to buy their products with. 

There is just as much money in this 
country as there ever was and there 
are more people to buy merchandise 
than there ever were, but as conditions 
are today, with so many men out of 
employment, they are not buying 
merchandise as they should. On the 
other hand, if these same people had 
a satisfactory income their purchas- 
ing power would be much greater re- 
gardless of the prices as above stated. 


E. N. HALL, 
SHAPLEIGH HARDWARE Co. 


Says Gallaher Is Right 


BENTONVILLE, ARK.—E. B. Gal- 
laher is right. The “new era” is 
past. The esteemed “seven sound 
years” of which a great weekly of 
enormous circulation was wont to 
spout have been proved to have been 
anything else but sound. 

The business leaders and industrial- 
ists of America were going to show 
the world how to do away with pov- 
erty. The millennium was near at 
hand! How the gods must laugh. 

For years these fatuous leaders fol- 
lowed after an economic delusion. 
They are paying the penalty. Those 
people who attempted to denounce 
such economic folly were told to go 
away back and sit down! Space in a 


subsidized press was denied them. 
The dance must go on. 

The whole mass production, high 
wages, more mass production, still 
higher wages, theory is flat! 


It was 


never anything but the rankest eco- 
nomic delusion. All the talking that 
the would-be high powered, but now 
thoroughly discredited, business lead- 
ers can do, will not change facts and 
basic economic law. 

Wages are coming down! Prices 
are coming down! The man who fights 
this might just as well fight the rota- 
tion of the earth; he will have just as 
much success. The sooner the dis- 
eredited, thoroughly discredited, 
would-be economic leaders of this na- 
tion face facts and quit sticking their 
heads in the sand the better off we 
will be. 

Hundreds of thousands of unfortu- 
nate people in this stricken land be- 
lieved the hocus-pocus of propaganda 
which spread over the country like a 
pall, and obligated themselves beyond 
hope of recovery. The wreckage is 
appalling, and no “pep talks” will 
wash away the effects of a great na- 
tional folly. 

Do not lay the trouble to the stock 
market. If the economic theory be- 
hind all this had been sound, the crash 
would never have occurred; the in- 
flated values would have been justi- 
fied. When people realized that the 
whole thing was simply based on 
sand it naturally collapsed. 

This nation embarked on this eco- 
nomic folly many years ago. The 
present conditions are the result of 
years of blind following after a mir- 
age: the mass production, high wages, 
universal prosperity mirage! ‘No, Mr. 
Dickinson, to the contrary notwith- 
standing, the principles of John Stu- 
art Mill are not dead! They are very 
much alive and kicking,‘and will be 
long after the present perpetrators of 
economic disaster are buried in ob- 
livion. 

H. JACKSON MILLER, 
Hdwe. Mfr’s Sales Agent. 


Thank You, Roy 


NEW YoRK CitTy.—It’s not very 
often I write a letter, but after look- 
ing over from cover to cover, and 
reading the different articles in the 
last few issues of HARDWARE AGE, I 
could not pass up the opportunity of 
dropping you a line complimenting the 
HARDWARE AGE on the helpful reading 
matter to all and the very interesting 
timely topics. 

In all my experience in the metro- 
politan district selling hardware I 
have never heard so much discussion 
as lately on public utilities selling ap- 
pliances and Montgomery Ward ask- 
ing dealers for credit information, and 
when these subjects are brought up 
you know that they read HARDWARE 
AGE, and I was more than surprised 
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to hear so many, and it’s a general 
opinion that HARDWARE AGE is getting 
better than ever. Certainly I agree 


with this. 
HARDWARE AGE has the jump on any 
other hardware trade publication 


when they have such writers as Bruce 
Barton, and his article is worth read- 
ing twice. * 

Nothing could keep me from read- 
ing Saunders Norvell’s articles as 
only he can write them, and I am a 
bear on the tool articles because the 
information helps us all, and last, 
but not least, “News of the Week,” 
which lets us know what is going on 
in the hardware world. Without the 
news would be like a commuter in the 
morning without his newspaper. 

In closing I want to say keep up 
your good work, and I know it’s being 


put into practice. 
Roy C. SCHMIDT, 
Vice-president Hardware Boosters. 





Competition of Public Utilities 


To the Bulletin: 

I talked with the secretary about 
two years ago in regard to that most 
pernicious form of competition that is 
confronting the independent hardware 
dealer. I refer to the selling of mer- 
chandise by Public Service Corpora- 
tions. 

You will probably remember that 
you suggested that I embody the 
salient points of our conversation in 
a letter to you and that you would 
print it in the Bulletin. Letter was 
written and was afterward printed in 
the Bulletin. .I have never learned, 
however, whether it elicited any com- 
ment. 

It is with a great deal of pleasure 
that I note that our good friend, Llew 
S. Soule, of HARDWARE AGE, has 
finally taken up the matter and has 
written some very able and admirable 
editorials on the subject. I have felt 
for some years that a matter so mani- 
festly unfair to the independent 
dealer should not continue uncor- 
rected. 

May I ask that this letter, too, be 
printed in the Bulletin, and that per- 
mission be obtained from Mr. Soule 
to reprint some one or more of his 
articles dealing with the subject? It 
might help the cause in Kansas if you 
were to ask for comment from the 
various members of the Western As- 
sociation. 

Very cordially yours, 
A. S. HOLBERT, 
of Holbert & Napier. 

Newton, Kansas. 

—The Implement-Hardware Bul- 
letin. 
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No. 24 
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Give a gift to the home 
this year — something 
useful and decorative. 


* * * 


You will find stocks now 
at their best and we cor- 


dially invite you to call By § 


and see these newest = 


additions. 






(Items) 





Percolators 

aaa Fine Electric — 

colators at low 

Toasters anon 
Many new types Electric grills for 
all priced low. the table. 
(Items) 

(Items) ’ (Items) 


(NAMEPLATE HERE) 
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For the Man 





For the Autoist 


Auto Accessories 


For the Boy 








Sporting Goods 


Excellent stocks of new mer- 
chandise to choose from. 


(Items) 


(NAMEPLATE) 








Drop in and let us help you 
make a selection. 


(Items) 


(NAMEPLATE) 








Sporting Goods 


Anything and everything to 
make his Christmas happy. 


(Items) 


(NAMEPLATE) 
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(Items) 





(Items) 


IFTS of the kind that 
will make a housewife 
happy. Gifts that are 

practical, yet decorative. 
This Christmas make gifts 
that can be used through- 
out the year. 
* co * 

We list here just a few of 
the hundreds of sugges- 
tions we have at the store. 
Be sure to call and see the 
balance. 


| (Items) 


(NAMEPLATE HERE) 








No. 38 








No. 41 


Why not a camera for some 

“her”’—your wife, daughter 

or Sunday “best”? A camera 
is always welcome. 
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Cameras 


We specialize in the better 
brands. Full collection of 
newest models. 


(Items) 


(NAMEPLATE) 
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Buy Houseware 


GIFTS 


in a Hardware 
Store 


We cordially invite you to 


O to a hardware store which specializes in correct 
gifts for the home. 


stop in and shop. 


We would consider it a privilege 


to help you make selections. 


(NAMEPLATE HERE) 





No. 40 











Some happy men will receive 

tool chests this Christmas. 

You cannot go wrong with a 
gift of this kind. 
















=a 


a) 


SD 


Valse bzzaIND 
Wea) 
fh | BA Tr 





\ +a 








No. 44 


Tool Chests 


Many different sizes, or we 
will make up special complete 
tool sets. All prices. 


(Items) 


(NAMEPLATE) 
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December 
Merchandising 
Calendar 


Check over the im- 
portant items below and 
be sure you have this 
merchandise in stock. 
Feature these items in 
your advertising and 
show them in your win- 
dows. 


Gift goods of all kinds 
Houseware Gifts 
Electrical Gifts 
Cutlery 

Toys, Sleds, Dolls 
Silverware 

Radios 

Chinaware 
Glassware 

Lamps 

Gas Stoves 
Vacuum sweepers 
Ironers 

Washing machines 
ete., etc., etc. 


? 
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Do you require a 
larger, more com- 
plete Advertising 
Service? Write us 
and we will mail 
you a proof book of 
our great Christmas 
Housewares and 
Hardware _ Service. 
The Christmas issue, 
free, upon a year’s 
subscription. 











BUY NOW!! 


Plan it! Dream it! Make it 
Your Christmas “ Buy-Word “ 
Get Going Now!! 


National Association of Manufacturers, 

told the delegates of the American 
Hardware Manufacturers Association at 
their recent convention, “All the people, pro- 
ducers and consumers, should demonstrate 
their faith in our industrial structure by pro- 
ducing and buying normally—and NOW!” 


J et E. EDGERTON, President of the 


* * * 


And NOW is the time to put every effort 
forward to get Christmas business. The 
store that advertises and displays practical 
Christmas merchandise is bound to reap im- 


mediate benefits. 
* * * 


Face the facts NOW. Start at once to plan 
your attack. See that you have plenty of a 
well balanced stock—fortify yourself with 
illustrations of the merchandise you will 
advertise. 
* * * 

This IS going to be a healthy year for the 
merchant who stresses the fact of BUY 


NOW! 








Mr. Hardware Man:— 
How to Order these Mats 


If you have local stereotyping facilities, request the 
complete set of mats of ail the advertising illustra- 
tions on these four pages, 44 in all, enclosing your 
check for $1.25. 

If you need mounted cuts, order them by number 
given under each cut, listing the numbers in a 
column. Figure the charge at 30c. for each cut 
when less than ten cuts are ordered; when ordering 
ten cuts or more, figure the charge at 25c. for each 
cut ordered. Enclose check with order, please. 
This saves bookkeeping for small amounts. 


Send all orders to 


HARDWARE AGE 


ADVERTISING FEATURE 
243 West 39th St. 
New York, N. Y. 
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SHOP 
EARLY! 


Now’s the time to get to- 
gether and make up gift 
lists. Bring the lists here 
and let us help you with 


your selections. 


(List items here) 


(NAMEPLATE) 














N NOTHER Yuletide. 
Another opportunity 
to thank our many patrons 


for their generous support. 


* * * 


We thank you all and wish 


you a very Merry Christ- 
mas and a Prosperous and 
Happy New Year. 


(NAMEPLATE) 
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OYLAND welcomes you! And what a truly remarkable depart- 

ment this is. From all parts of the world dear old Santa has 

brought toys, dolls and games to make this store his head- 
quarters in this city. Here will be found most complete stocks, dis- 
played so as to be easy to select. Be sure to bring the little ones to 
Toyland! 
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ais Sleds | Metal Toys 


(Items) (Items) (Items) 








SPECIAL 





oie setae ue Electric Trains 
Bicycles to list special 
(Items) items in toys) at 
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Tool Chests 


(Items) 











(NAMEPLATE HERE) 





No. 20 
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Change Display Often 


Especially Around the Holiday Season 


Some Hardware Dealers be- 
lieve the more they can put in 
the window the more it will sell 
and the less often it will have to 
be changed. Crowded displays 
may be advantageous once in 
a while, but there is no good ex- 
cuse for not changing them fre- 
quently if the best results are 
desired. 

Stocky displays of many items 
are generally confusing unat- 
tractive and require a lot of 
time to place as well as tear out. 
About the only time they are ef- 
fective is when they are devoted 
to the display of one article in 
order to impress the public with 
the quantity or number carried 
in stock. . 

During the Holiday period 
displays should be changed at 
least twice a week. If a suit- 





Illustration B 


By J. M. WARD YOST 





Illustration A. A Christmas background setting adopted for light trims and 
quick changes: 


able background has been provided and light trims are featured, 
changes can be made very quickly. Two light trims a week show- 
ing different lines of merchandise will be more effective so far as 
sales are concerned than one change a week with twice as much 
merchandise. Furthermore this plan enables you to watch stocks 
closely and push the lines that are not moving. 

A light display of tools with an appropriate background is shown 
in illustration A. Notice how the tools are arranged in groups with 
plenty of space in between. Each group has its own space, causing 
them to show to better advantage than when scattered all over the 
floor of window. Several tools are displayed on gift boxes. This is 
the type of trim that is easily arranged and quickly changed. The 
holly wreath may be home-made or purchased from any florist. The 
Christmas trees should be cut from composition board, painted 
green and covered with holly leaves. 

The Santa Claus cutout shown in illustration B makes an attractive 
center piece for the window or interior of the store. They may also 
be utilized as part of the exterior decoration surrounded by electric 
lights or a spotlight played upon it from across the street. They 
are made in rights and lefts and can be had plain or lettered, as 
shown in illustration. See opposite page for further particulars. 
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Reflect the Christmas Spirit 
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Illustration A 


In All Holiday Displays 


An appropriate background setting that will radiate 
the Christmas season should be provided for every 
display even though the merchandise is not adapted 
for gift giving. The showing will appear more inter- 
esting, more timely and have a stronger selling appeal 
than if made in connection with a permanent back- 


ground. 


Where there are a number of windows to be taken 
care of some should be reserved for the display of 
bulky articles, while others should be devoted to 
smaller items. Different settings will be required for 





the best results, but in some cases certain back- 
grounds may be used for either kind of trim. 
An example of this kind of background is re- 
produced on the next page. 


The three background suggestions reproduced here- 
with were arranged with the HARDWARE AGE Inter- 
changeable Fixture. They are easily assembled to fit 
a window of any size or shape and can be rearranged 
every time the window is changed. Light trims show- 
ing related items suitable for gifts and frequently 
changed will be more effective than crowded displays 


left in for a longer period. It should be remembered = ,.——-_— 


that people who pass the store every day do not have 









































Illustration OC 
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Illustration B 


Santa Claus Center Pieces 


The Santa Claus head shown in the illustration is finished in five Christmas 
colors on six ply cardboard. They are 20 in. in diameter, but this can be in- 
creased by mounting it on a larger circle. May be ordered through the Harp- 
WARE AGE. One, $1. Three, $2.50. Six, $4. Twelve, $7.50. On account of 
the small amount please include check with order. 


time to stop and study the window, they get their impresisons 
at a glance, and which is another reason in favor of light 


trims. 


The background suggestions, Illustrations A, B and C, pro- 
vide the necessary Christmas atmosphere for the average 
showing. The wreaths and Santa Claus head are inexpensive 
and may be-made up locally or purchased for the purpose. A 
more elaborate effect may be had by using posters, red and 
green ribbon, natural or artificial Christmas trees, artificial 
snow or any other suitable ornamentation. 


AN 
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Suggest Christmas Gift Giving 


Through Well Worded Show Cards 


There are three important points to be kept in mind when planning 
Holiday displays, first, a suitable background and fixtures, second, a neat 
merchandise arrangement, and third but equally important, neatly let- 
tered show cards and price tickets. The easiest and most effective way 
to suggest various articles as useful and practical gifts is through intelli- 
gently worded show cards. They are the silent salesmen who pass on 
your message to the public. 

Christmas is the most colorful selling season throughout the year, that 
is, there are certain colors and symbols so closely associated with the 
event that they convey to every person the same thought. Show cards 
and price tickets are more effective when they are expressive of the occa- 
sion. Christmas colors, symbols or pictures should be used in addition 
to the lettering or wording. The best colors for the purpose are red, 
green and blue. Silver is also good when used with blue. The lettering 
may be black or a combination of colors. White cardboard is best for 
general use. 

The lettering and picture on the show ecard shown in illustration A was 
done in red, blue and green. The word “Christmas” was in green, “Gifts 
that will give Yuletide Cheer” in blue except the letter Y, which was in 
red. The picture was painted on the card. Cardwriters who do not 
have time to work up suitable designs for the purpose can secure similar 
effects by using posterettes, as shown on the card illustration B. 

They come with appropriate designs and wording in Christmas colors, 
, gummed ready for pasting on the 
ecard. Additional designs are 
shown in illustration D. The price 


ELECTRIC tickets shown in illustration C are 
PERCOLATORS printed in three colors on card- 





Aickel Plated board. Tickets numbers 18 and 
6 Cup Capacity. 19 are double, a ticket on each end 
Ebony Handle 






and should be folded in the center. 
° 50 The folded part serves as a base 
/* for holding the other end in an 


upright position. 


Illustration DP 





CHRISTMAS PRICE TICKETS AND POSTERETTES 


The posterettes shown in illustration D measure 5% by 3% and 4 by 3% 
inches, are printed in three Christmas colors, gummed ready for use, may 
be ordered through the HARDWARE AGE at $1.50 a hundred. Price tickets 
shown in illustration C are $1 a hundred. Give number of design and 
quantity when ordering. On account of the small amount involved please 
include check with order. 


SANTA CLAUS CUTOUTS 


The Santa Claus Cutouts reproduced on the opposite page are 60 inches 
high, 30 inches wide and finished in eight colors on newsboard % inch thick. 
They are fitted with an easel to hold them in an upright position. May be 
ordered through the HARDWARE AGE at $5.50 each, two for $10. Shipped 
by express F.0.B. New York. 














Christmas | 


Gifts that 
will give 
uletide 
cheer 





Illustration A 








Illustration C. Christmas price tickets 





Illustration D. Christmas posterettes. 
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THE SALES POSSIBILITIES OF 
RELATED MERCHANDISE 


In most hardware stores the salesmen know all there is to know about the merchandise 
they sell, however, they frequently overlook the value of giving any particular thought of 
the sales possibilities of merchandise related to the articles handled in other departments, as 


well as his own. 


There is an unlimited number of 
items in a hardware store that offer 
possibilities for boosting sales 
through related merchandise sug- 
gested. For example, when the 
woman customer buys a_ kitchen 
range or other kitchen equipment, 
she no doubt will also have in mind, 
cooking utensils or electric appli- 
ances. She is also interested in har- 
monizing color and design. A razor 
strop may suggest a tube of strop 
dressing; a saw suggests a saw file, 
curtain rods—window shades. 

The salesmen in department and 
specialty stores have long capitalized 
on suggested merchandise or en- 
semble selling. The progressive sales- 
man in any hardware store will find 
this a sure and profitable means of 
increasing his daily average of sales. 

If your customer is buying an elec- 
tric light fixture, you gather from her 
remarks or replies to your questions, 
what her home is like, for which 
room the fixture is being purchased, 
its location size, furnishings, etc. 
This will give you an opportunity to 
suggest other merchandise that will 
make her home more complete and 
comfortable. 

When introducing related or associated arti- 
cles, salesmen’s guiding principle should be the 
interests of the customer and the customer must 
be made to feel that their suggestions are made 





The above photograph presents the modern kitchen and forcibly demonstrates 
how related merchandise gives artistic and pleasing effects in color as well as 








design, as mentioned in the accompanying editorial. 


in her interests and not that of the store. If the 
proper spirit is back of the salesmen’s efforts, the 
customer will feel that she is being well looked 
after and her interests considered. 





KEEP YOUR AMBITION ALIVE 





10 SELLING CARTOONS 25¢ 


EACH CARTOON CARRIES A DEFINITE SELLING MESSAGE 


Crippled raceme nis 0 ne of the na of Life Cover Stock Paper, suitable for framing. 
ae = 





HOW TO ORDER—10 Selling Cartons. .25c. 
Size 4% x 13 inches, printed on Fine Quality 


These will be sent by Post Prepaid for 25c. 
in stamps. Send all orders to 
HARDWARE AGE 
ADVERTISING FEATURE 
239 West 39th St., New York City 
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MASTER LOCKSMITHS 
SPONSOR EXHIBITION 


The American Association of 
Master Locksmiths is sponsor- 
ing an exhibition at the Hotel 
Pennsylvania, New York City, 
to familiarize the hardware 
dealer, locksmith, architect and 
building construction men with 
the various products produced 
by lock manufacturers. The 
exhibition, which is said to be 
the first of its kind to be held 
in this country, will be open 
Tuesday, Nov. 11, at 9:30 a. m, 
to continue until Nov. 12 at 
12:00 p. m. In conjunction with 
the exhibition the third annual 
convention of the association is 
being held. 

Officers of the American As- 
sociation of Master Locksmiths 
are: Charles Courtney, presi- 
dent; William C. Wangerin, 
vice-president, and Walter S. 
Orrell, secretary-treasurer. Lo- 
cal chapters of the organiza- 
tion are located in New York 
City, Philadelphia, Pa.; Indian- 
apolis, Ind.; Cleveland, Ohio; 
Chicago, Ill.; San Francisco; 
Cal.; Cincinnati, Ohio; Wash- 
ington, D. C.; Baltimore, Md.; 
Boston, Mass.; Newark, N. J., 
and Toronto, Canada. 





LIBBEY-OWENS-FORD CO. 
RADIO BROADCAST HOUR 


The 


program, with Floyd Gibbons, 


noted war correspondent, as 
central figure is broadcast 
through WJZ and _ associated 


stations of the National Broad- 
casting Co., Sunday evenings at 
9.30 o'clock, Eastern Standard 
time. In the Oct. 2 issue of 
HARDWARE AGE it was incor- 
rectly stated that the hour was 
9 o'clock. 

A. M. TAYLOR DIRECTS 
KELVINATOR CAMPAIGN 


Albert M. Taylor has been 
appointed as director of adver- 
tising of the Kelvinator Corp., 
Detroit, Mich. He _ succeeds 
Earl Lines, who recently re- 
tired. For many years he has 
directed sales promotion and 
advertising work for prominent 
concerns. For several years he 
directed advertising for Cope- 
land Products, Inc., Mt. Clem- 


Libbey - Owens - Ford | 
Glass Co., Toledo, Ohio, radio | 





ens, Mich., and is a_ veteran 


newspaper man. For more than | 


five and a half years he was 
with the Franklin Automobile 
Co. as assistant advertising 
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manager, sales promotion man- | 
ager 
advertising. 
advertising director 
| Motors. 


later as director of 
For a year he was 
for Velie 


and 


E. C. Atkins & Co. Make Changes in 
Southern Department Staff 


BE. -C,. Atkins & Ca, 
manufacturers of saws, saw 
tools, machine knives, files, etc., 
Indianapolis, Ind., announce the 
following changes in _ their 
southern organization: 

K. W. Atkins, who for the 
past three years has been gen- 





K. W. ATKINS 


eral manager of the southwest- 
ern territory, with headquarters 
at Memphis, Tenn., is to be 
transferred to the home office at 
Indianapolis, Ind., where he will 
assume the position of assistant 
sales director in the department 
of N. A. Gladding, first vice- 
president and general manager 
of sales. Mr. Atkins has been 
connected with the company for 
several years and has for some 
time past been a vice-president 
and member of the board of 
directors. E. C. Atkins & Co. 
has disposed of its stock of gen- 
eral mill supplies at Memphis 
to the Lewis Supply Co. of 
Memphis, Tenn., and Helena, 
Ark, They will continue to op- 
erate their own service station 
shop and maintain a complete 
stock of circular, band and other 
mill saws, crosscut saws, saw 
tools, files and grinding wheels 
and machine knives, under their 


57 


Inc., | own 


ager. 











their own 
same _ loca- 


name and in 
warehouse, at the 


tion, 477 S. Main St., Memphis, 


Tenn. This branch office will 
be presided over by James W. 
Gladding, local business man- 
Mr. Gladding has been 


connected with the Memphis 


| branch for the past 35 years | 
and is well acquainted with the 
clientele of the Atkins company 


in that territory. 





J. W. GLADDING 


Charles S. Haggarty has been 
manager of the Atkins branch 
house at New Orleans for over 
20 years, where a service sta- 
tion shop has been maintained, 
together with a large stock of 
mill and other saws suitable for 
the trade. The territory cov- 
ered by that branch extends 
from Texas to Florida. Mr. 
Haggarty has now been pro- 
moted to the position of super- 
visor of the saw mill and fac- 
tory trade in both the New 
Orleans and the Memphis ter- 
ritories, and will direct the work 
of the salesmen covering the 
class of business mentioned. 
His time will be divided be- 
tween his headquarters, E. C. 
Atkins & Co., corner of Canal 














and North Peters Streets, New 
Orleans, La., and E. C. Atkins 
& Co., 477 S. Main St., Mem- 
phis, Tenn. 

The Atlanta branch of FE. C. 
Atkins & Co., located at 172 
South Forsyth Street, has been 
under the charge of C. J. Hen- 
dryx, manager for about six- 
teen years. The territory ex 
tends from Virginia to Florida, 
inclusive. Mr. Hendryx has 
now been promoted, in addition 
to his duties as manager of the 
Atlanta branch, to supervisor 
of sales of the hardware and 
mill supply trade in the South, 


and will visit the wholesalers 


and mill supply houses in con- 
with 


nection the territorial 








Cc. J. HENDRYX 


travelers of the company from 
Virginia to Texas. The ser- 
vice shop and stock of mill saws 
at the. Atlanta house will be 
continued as heretofore. 
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The dealer’s and wholesale distributor’s convention of the Leonard Refrigerator Co., Detroit, Mich., held at the Players Club in 
that city, Oct. 6 and 7.. 





Gustav Vintschger, 84, Dies; 
Founder of Markt & Hammacher 


Gustav  Vintschger, Sr., 
founder and chairman of the 
board of directors of Markt & 
Hammacher Co., 193 West St., 
New York City, died in his 84th 
year at Bad Godesberg, Ger- 
many, on Sunday, Oct. 26, 1930, 
of pneumonia. He was on one 
of his annual trips to Bad 
Godesberg, a health resort on 
the Rhine, and was first stricken 
with bronchitis, which finally 
developed into the illness which 
led to his death. 


Mr. Vintschger was vice- 
president of the Steneck Trust 
Co., Hoboken, N. J., and a 


member of the direetorate, also 
a director of the Irving Trust 
Co. of New York and a past 
president of the Merchants’ As- 
sociation of New York. He 
was likewise a member of the 
Hardware Club, New York, 
and was for seven terms presi- 
dent of the Union Club of Ho- 
boken. Mr. Vintschger had al- 
ways manifested a sympathetic 
understanding of charities’ needs 
and was extensively philan- 
thropic in a quiet and unosten- 
tatious manner. He gave gen- 
erously of his time and money 
to the role of benefactor. 

He came to America from 
Vienna, Austria, 57 years ago 
and in due time was made a 
citizen of the United States. 
Shortly after his arrival, he or- 
ganized the business out of 
which eventually developed the 
firm of Markt & Hammacher 
Co. and its subsidiaries, an or- 
ganization covering almost the 
entire world as manufacturers’ 
export agents. 

Mr. Vintschger, a pioneer in 
foreign fields, was instrumental 
in the introduction and develop- 
ment of a wide range of Ameri- 
can industrial products, particu- 
larly hardware and tools, all 
over the globe through the com- 
panies of which he was for 
many years the active and ener- 
getic head. Due to failing 
health for several years past, 
he had retired from active busi- 
ness. 


! 

















GUSTAV VINTSCHGER 


luneral services have not 
been arranged, and will not be 
until the remains are brought 
home for interment in the fam- 
ily plot in Fairview Cemetery. 





He is survived by two sons, 
Gustav Vintschger, Jr., Jersey 
City, N. J., and Edward 
Vintschger, Montclair, N. J., 
and two daughters. 





PITTSBURGH ASS’N HAS 
QUESTION BOX MEETING 


Pittsburgh Retail Hardware | 
Dealers Association met at the | 
Roosevelt Hotel on Oct. 18. No 
formal program was arranged, 
and the meeting was given over 
to the question box, in which a | 
number of problems common to | 
hardware dealers were dis- | 
cussed. 


WHEELING CORRUGATING | 
TO BUILD WAREHOUSE 


The Wheeling Corrugating 
Co., Wheeling, W. Va., has an- 
nounced that a new warehouse 
will be constructed in Philadel- 
phia, Pa., at Bristol and Third 


Streets. The new building will 
be of one story brick, with 
70,000 square feet of floor 
space. A private railroad sid- | 


ing will connect with the Phil- | 
adelphia & Reading Railroad. | 


| Booster 


Wheeling Corrugating Co., ‘| F. E. A. SCHILLING DIES 


subsidiary of the Wheeling 
Steel Corp., has warehouses in 
twelve principal cities, includ- 
ing one at 1234 Hamilton St., 
Philadelphia, Pa. The com- 
pany produces wire products, 
building materials and house- 
hold metalware. 





HEALE AGAIN HEADS 
HARDWARE BOOSTERS 


At the annual meeting of the 
Hardware Boosters held at the 
Hardware Club, 253 Broadway, 
New York City, on Saturday, 
October 25, all retiring officers 
were re-elected to succeed 
themselves. This is the first 
time that any but secretary and 
treasurer have been chosen for 
a second term. Albert West- 
phal, Corbin Screw Corp., was 
selected as treasurer, filling the 
vacancy caused by the recent 
death of Geo. W. Eadie who 
had faithfully held that post for 
many years. Other officers 
serving their second terms are 
president, Chas. J. Heale, 
HARDWARE AGE; vice-president, 
Roy C. Schmidt, Stanley 
Works, and secretary, H. R. 
Conner, Pike Mfg. Co. 

Past Chief Geo. H. Fisher, 
Milwaukee Stamping Co., pre- 


| sided during the election and 


reinstallation of the officers. 
Prior to the lunch, all Boost- 
ers stood in silence for one 
minute in memory of their late 
treasurer Mr. Eadie. Later 
during the business session it 
was decided to have the recent- 


ly acquired piano serve as a 
| permanent memorial to Mr. 
| Kadie and to bear an appro- 


priate gold plate to that effect. 

At the close of the meeting 
Murray L.  Kotch, 
Segal Lock & Hardware Co., 
distributed with the compli- 
ments of his firm a package of 
Segal razor blades for every 
man present. 

It was decided that the next 
two meetings would be held 
Saturday, Nov. 22 with FE. B. 
Gallaher as the speaker and the 








Christmas party to be he!d Sat- | 
| during the World War. 


urday, Dec. 20. 


F. E. A. Schilling, Marietta, 
Ga., pioneer hardware merchant, 
died recently at the age of 81 
in that city. He was a native 
of Hamburg, Germany, coming 
to this country, to the home of 
an aunt in Alabama. He left 
Alabama to work in Rome, Ga., 
leaving that city after a few 
months. In Marietta he secured 
employment in Captain Wilson’s 
hardware and sheet metal store, 
the only one in the city, which 
was located a few doors from 
his late business, F. E. A. 
Schilling, Inc. After 15 years 
in the Wilson store he decided 
to go in business for himself. 
In 1883 he started his own busi- 
ness, which became incorporated 
several years ago, with his sons 
as shareholders and directors of 
the company. George King, 
founder of the King Hardware 
Co., Atlanta, Ga., encouraged 
him to enter business for him- 
self. 

Mr. Schilling was a charter 


member and first engineer of 
the Marietta Volunteer Fire 
Department. He was one of 
the city’s most useful citizens 
and dean of the merchants in 
his district. He is survived by 
five daughters and five sons. 


C. D. DURKEE PASSES 


Charles D. Durkee, retired 
president, Durkee Mfg. Co., 
Grasmere, S. I., died in his 


home in that place Oct. 24 at 
the age of 69. As a youth Mr. 
Durkee entered the employ of 
A. N. Rankin & Co. Later 
he gained control of the com- 
pany, changing its name to 
Charles D. Durkee & Co. Mr. 
Durkee made the organization 
an important marine hardware 


and supply manufacturer and 
supplied a large amount of 
equipment to American ships 
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MONARCH PRODUCTS CO. 
SALES REPRESENTATIVE 


The Monarch Products Co., 
Tiffin, Ohio, has appointed the 
Pacific Coast Sales Corp., Ltd., 
684 I. W. Hellman Bldg., Los 
Angeles, Cal., as representatives 
to introduce the Monarch line 
on the Pacific Coast. E. G. 
Himes, who has been a manu- 
facturer’s agent and sales rep- 
resentative for the past fifteen 
vears, is president of the sales 
organization and D. S. Fearing 
is vice-president. J. R. Cooper, 
Ira O. Brown and B. S. Himes 
are associated with the organi- 
zation. 


EMPIRE LEVEL APPOINTS 
N. L. & K. W. ZEAGLER 


The Empire Level Mfg. Co., 
Milwaukee, Wis., has appointed 
N. L. & K. W. Zeagler as rep- 
resentatives for California, 
Washington and Oregon. N. L. 
Zeagler, who called on the 
Southern California trade, re- 
cently had an appendicitis op- 
eration, from which he is re- 
covering nicely. The balance 
of the district covered by the 
Zeaglers is handled by K. W. 
Zeagler. Headquarters of the 
representatives are at 608 Cali- 
fornia Reserve Bldg., Los An- 
geles, Cal. 


A. W. LILLON PASSES . 


Alfred W. Lillon, Pacific 
Tool & Supply Co., Oakland, 
Cal., died recently from an at- 
tack of acute appendicitis. He 
was a native of Nevada and en- 
tered the Pacific Hardware & 
Steel Co. tool department after 
leaving school. Fifteen years 
ago he resigned to head the tool 
department of Berger & Car- 
ter. With the merger of that 
organization he joined A. M. 
Castle & Co. in a similar po- 
sition. 

Four years ago he was a 
partner in the organizing of the 
Pacific Tool & Supply Co. 
Since that time he has actively 
headed the purchasing depart- 
ment. Mrs. Lillon, a daughter, 
his mother and a sister survive 
him. 


FRANTZ MFG. AGENTS 
APPOINTED FOR WEST 


Frantz Mfg. Co., Sterling, 
Ill, has appointed three sales 
representatives to cover the 
Rocky Mountain and _inter- 
mountain districts. Harrell & 
Johnson, 412 Charles Bldg., 
Denver, Colo., cover Colorado, 
Wyoming and Arizona. Mon- 
tana is covered by W. F. S. 
O'Brian, 111 W. Park St., Butte, 








Mont. Utah and southern Idaho 
are handled by F. R. Williams, 
with offices at 94 S. Broadway, 
Denver, Colo., and Scott Bldg., 
Salt Lake City, Utah. 


HARRY HUTCHISSON WILL 
REPRESENT FACTORIES 


Harry Hutchisson, 508 Cuya- 
hoga Bldg., Cleveland, Ohio, 
will operate under his own name 
a manufacturer’s agency. He 
plans to cover the entire State 
of Ohio and nearby Indiana, 
Pennsylvania and New York. 
Mr. Hutchisson is well known 
in hardware and electrical cir- 
cles, having been for many 
years president of the Luetke- 





HARRY HUTCHISSON 


meyer Co., later city sales man- 
ager, The George Worthington 
Co., and more recently presi- 
dent, Davis, Hunt & Collister 
Co., all of Cleveland. He has 
also been treasurer of the Elec- 
trical League of Cleveland. At 
the present time Mr. Hutchis- 
son is prepared to handle one 
or two additional lines either in 
hardware, electrical or kindred 
merchandise. 


PACIFIC WIRE PRODUCTS 
OPENS BRANCH OFFICE 


Pacific Wire Products Co., 
1955 E. 16th St., Los Angeles, 
Cal., has opened a branch office 
at 383 Brannan St., San Fran- 
cisco, Cal. Elmer Hagen, who 
is well known to the far western 
hardware trade, is in charge of 
the new branch. 


GUILFOYLE, MANAGING 
DIRECTOR OF SOUTHERN 
CALIFORNIA ASSOCIATION 


Joseph V. Guilfoyle was re- 
cently appointed as managing 
director, Southern California 
Retail Hardware Association. 





Mr. Guilfoyle, a seasoned hard- | 


ware man with years of ex- 
perience as sales representative 
of manufacturers of electrical 
appliances through retail hard- 


ware stores, attended the an- | 
nual meeting of secretaries of | 


the national associations at In- 
dianapolis, Ind. Associated with 
Mr. Guilfoyle is J. J. Cragg, 
who is field secretary. 


NATIONAL CARBON CO. IN 
LUBRICATION FIELD 


On Nov. 1, sale and distri- 
bution of the entire line of 
Gredag lubricants manufactured 
by the Acheson Graphite Corp., 
a unit of the Union Carbide & 
Carbon Corp., was taken over 
by the Carbon Sales Division 
of the National Carbon Co., 
Inc., with headquarters in 
Cleveland, Ohio. This division 
has been active for many years 
in the sale and distribution of 


carbon, graphite and _ metal 
graphite brushes, illuminating 
carbons, welding carbons and 


numerous carbon specialties of 
importance to many industries. 
National Carbon Co. considers 
this a most logical step as the 
Carbon Sales division is in 
continuous contact with indus- 
trial plants and distributors of 
industrial products throughout 
the country. Technical and 
sales service on all Gredag lu- 
bricants will be available at the 
branch offices of the division 
located in Pittsburgh, Pa., New 
York City, Boston, Mass., Bir- 
mingham, Ala., Chicago, IIl., 
and San Francisco, Cal. 


THOMAS HIGGINS DIES 


Thomas Higgins, 87, who 
was until his retirement in 1924 
was president of the Milligan 
& Higgins Glue Co., died in 
New York City, Oct. 27. He 
was first president of the Amer- 
ican Glue Manufacturing Asso- 
ciation. His glue and gelatin 
business was founded in 1868, 
being incorporated at a later 
date. Mr. Higgins perfected a 
mill for grinding glue, which 
has been used to quite an extent 
in the industry. Upon his re- 
tirement he sold his interests in 
the company to his employees, 
many of whom were with him 
from the beginning. 


He served during the Civil | 
War in the United States Navy, | 


starting as paymaster on the 
frigate Colorado. Later he 
served on a boat in the James 
River, being present when 
Richmond, Va., fell. He had 
been on a ship which steamed 
past the torpedoes ori Mobile 
Jay. 


INGRAHAM NOW WITH 
FERRO MACHINE CO. 


| Lee H. Ingraham has joined 
| The Ferro Machine & Foundry 
| Co., Cleveland, Ohio, and has 
| charge that organization’s 
lock division, which mer- 
chandising some new numbers, 
particularly in the automotive 
field. Mr. Ingraham was pre- 
viously with E. P. Hurd, Inc., 
Detroit, Mich. 


of 


is 








R. 0. RECKNAGEL 


R. O. Recknagel, who suc- 
ceeded the late Howard L. 
Hancock as manager of the 
Philadelphia, Pa., office of 
the Corbin Screw Corp., 
New Britain, Conn. The 





HOWARD L. HANCOCK 


death of Mr. Hancock was 
recorded in the Sept. 18 
issue of Hardware Age. Mr. 
Recknagel’s appointment 
was announced in the Oct. 
9 issue of Hardware Age. 








ARNOLD RESIGNS FROM 
THOMPSON MFG. CO. 


Rupert S. Arnold, advertis- 
ing manager, Thompson Mfg. 
| Co., Los Angeles, Cal., makers 
| of sprinklers, resigned his posi- 
| tion on Nov. 1. Mr. Arnold has 
| been with the Thompson organi- 
| zation for over 10 years. 














60 


HARDWARE AGE for NOVEMBER 6, 1930 





Blackhawk 
Hydraulic Jacks 


Pacemaker jacks, of hy- 
draulic type, are offered 
for use in lifting speed 
wagons and light delivery 
trucks of from 1 to 24 
ton capacity. These jacks, 
which are made by Black- 
hawk Mfg. Co., Milwau- 
kee, Wis., are offered in 
model BA8.5 and BAIO, 
intended for Ford, Chevro- 
let, Reo, Mack, White, 
International and other 
makes of that size. Each 
jack is 39/16 x 5% 
inches at the base which 
is of sled type for easy 
placement and sturdy, sure footing on any 
road surface. BA8.5 is 8% inches low, has 
a single hydraulic lift of 5% inches and a 
hand extension of 3 inches. Its net weight 
is 15 Ibs. BAIO is 10 inches low and has a 
single lift of 7 inches. Head is integral with 
plunger. Net weight is 16%4 Ibs. Each jack 
is complete with 34 inch two piece handle. 
List prices are respectively $14.50 and 
$13.50. Cost to dealer on these models is 
$9.05 net and $8.45 net, respectively. 





Cooky Cutters and 
Gelatine Molds 


A novel combination set known as Cream 
City Card Party cooky cutters and gelatine 
molds has been introduced by the Geuder, 
Paeschke & Frey Co., 38 15th St., Mil- 
waukee, Wis. It includes one oblong card 
cutter and one heart, diamond, club and 
spade cutter and mold, all made in extra 
heavy tinplate. The set may be used in 
addition, for making cheese or sausage cut 
outs for garnishing sandwiches or for making 
novel ice cubes, plain or colored. Sets of 
one each are packed in an attractive sales 
carton, illustrated in colors. A recipe folder, 
illustrated in colors and showing 14 dif- 
ferent uses, is included. Suggested retail 
selling price is 50c. 








Whitman & Barnes 
Interchangeable Punches 


Interchangeable punches and retainers 
designed to eliminate the necessity of 
removing the die from the press in 
changing punches are offered by Whit- 
man & Barnes, Inc., Detroit, Mich The 
system is applicable to practically all 
types of punching operations, but is for 
use particularly with piercing dies. Re- 
tainers mount on standard die sets and 
punches are alined by means of the 
usual die buttons. Punch is held in a 
retainer by a latch or pawl acting in a 
recess in the punch shank. When the 
latch is pushed upward out of the recess 
as shown in sectional view the punch is 

The punch systen 


released. The 
3 removable punch is held in a 





comprises 


which 





retainer by a detent (latch or pawl) that 
seats in a recess in the shank of the 
punch. By pushing the detent upward 
and out of the recess, which is accom- 
plished by means of an extractor pin 
that works through the retainer punch 
block as shown, punch may be instantly 


released. Square retainer is employed 
wherever space and center distances 
permit; closer. center distances are 


obtained by combining the square with 
the rectangular types. Punches are 
also made in a full range of commonly 
used sizes, and with round, oblong, 
square and hexagonal piercing points. 
Special retainers or group plates can be 
furnished for center distance require- 
ments that cannot be met by the stand- 
ard square or rectangular retainers or 
by a combination of the two 


Catalog 47 Issued By 
Chicago Spring Hinge 


Chicago Spring Hinge Co., 1500 Car-° 
roll Ave., Chicago, Ill., has issued cata- 
log 47. It is an attractive booklet show- 
ing many of the hinges offered by the 
company. Specifications and prices are 
given. Some of the hinges are explained 
with the use of diagrams. 





Plumb Issues Plaque 
On “Story of Service” 


The “Story of Service” is told on 
a celluloid .covered metal plaque 
issued to dealers by Fayette R. 
Plumb, Inc., Philadelphia, Pa. It 
is the purpose of the plaque, which 
may be supported on the counter 
or hung from the wall, to give the 
dealer something to enable him to 
tell his customers of the advan- 
tages to the consumer in purchas- 
ing his hardware from a home- 
owned store. The reasons given 
on the plaque are followed by 
the Plumb company’s name as a 
signature to a statement, which 
the dealer might not very well 
say of himself. It is printed in 
red and black. Dealers may obtain 
this plaque together with an at- 
tractive colored streamer, featur- 
ing one hammer in each of four 
price ranges. For tool trays col- 
orful cards are available, which 
show and describe the Plumb 
hatchets and hammers. A streamer 
for the window is offered, which 
shows four of the hatchets made 
by Plumb. All these dealer helps 
are offered free for the regular 
price for the ten best selling tools. 
An attractive colored circular de- 
scribes and illustrates the above 
mentioned material. 
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American Machine Tool Production 
Gained Heavily in 1929 


RODUCTION of machine tools 
P in the United States in 1929 is 

reported by the Bureau of the 
Census at $172,349,996. This was an 
increase of 60.9 per cent from the 
$107,101,652 reported by substantial- 
ly the same number of establishments 
in 1927—the next preceding census 
year. In 272 establishments in 1929 
the wage earners numbered 46,924 
(average for the year). Their wages 
aggregated $75,625,004, or an aver- 


age of $1,612 per operative. These 
figures compare with 276 establish- 
ments in 1927 employing 31,986 wage 
earners and paying them an aggre- 
gate of $46,771,272, or an average of 
$1,462 per operative. 

In the tables and diagrams the pro- 
duction of the principal items in the 
machine tool classification are shown 
in some detail, both as to number of 
units and reported values. This anal- 
ysis shows a substantial gain in al- 


most every classification. There were, 
however, a few declines recorded, of 
which the principal items were in pipe 
cutting and threading machines, and 
in riveting machines, the latter sus- 
taining a heavy loss. 

Among the subsidiary classifications 
there were losses also in some par- 
ticular lines. Thus, the output of 
electric portable drills, while increas- 
ing in number, decreased about 13 
per cent in value. The output of 


Machine Tool Production in 1929, by Value 
and Quantity 


(Including Comparisons with 1927) 























1929 1927 
aot ay, = aay A, 
~— fa My Number Value ‘Number Value 
BenGing  MAGRINES. . 60.5... sack. 2,497 $1,482,087 439 $368,643 
Fob 3 RC ee ae a eee 734 5,576,969 598 Saas 
os PORCRING. MACHINGS. ... 0.0.0 cece cease 259 396,726 255 371,827 
NIT value of Cutting-off machines..../... 2... . 3,165 1,134,481 2,056 — 602,434 
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electric grinders declined about 7 per 
cent in number and almost 50 per 
cent in aggregate value. That of 
pneumatic hammers dropped about 4 
per cent in number and more than 
50 per cent in value. 

Large gains were made in lathes, 
the production of which more than 
doubled, in grinding machines, in mill- 
ing machines, which almost doubled; 
in drilling machines, in gear-cutting 
machines, boring machines, and in a 
number of smaller classifications. 

Much of the detailed data in the 
narrow table is made public for the 
first time. In many instances com- 
parative figures for 1927 were not 
available. Hence this table stands by 
itself, with a more minute subdivi- 
sion of the principal groups than has 
heretofore been accessible. 


, a aS 


ATHES constituted more 
than one-fourth of all 
machine tool output last year, 
and more than twice as much 


as the second item 
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Machine Tool Production in 1929 


Boring machines: Number Value 
Horizontal .......... 159 $932,237 
a, RPE 257 1,363,881 
Combined boring, drill- 

ing and milling, 
SL ae 222 2,297,245 
NE Soa ¥ esas bee esee 96 983,606 

Cutting-off machines: 
ae 324 194,098 
ol! ie” See 161 297,908 
BEMOK DOW 60s ccccese 2,680 642,475 

Drilling machines: 
ae 1,277 183,973 
OS ree 188 526,205 
Vertical: 

Multiple-spindle(a) 913 4,349,091 
Ree 183 1,588,367 
Sensitive(a) ...... 3,659 3,749,164 
Serr 1,280 4,579,683 
RU nisee ceelsstasss --- 2,189,096 
Forging machines: 
Bolt, nut and rivet... 832 2,194,927 
Bulldozers and other. : 703,819 
Gear-cutting machines: 
Hobbing, generator, 
OR c.c8 a sous sss 1,628 6,118,010 
Formed rotary-cutter 
type: 
RES IT ees 73 283,967 
RS Re 56 223,619 
Grinding machines: 
Cutter, drill, knife.... 2,162 1,573,766 
External cylindrical : 
ARES 1,358 6,200,946 
ey) es 583 1,137,378 
Internal cylindrical.. 920 4,323,439 
PTD. bib psec as cans 9 .784 3,554,368 
Emery-wheel ....... 11,999 364,552 
err .... 6,080,443 


(Subdivision of Some of the Items in 
Main Table) 


Lathes: 
Automatic: 


BORE ccs sescececese 3,339 12,353,441 
LO eee 1,398 6,002,597 
eRe 1,026 337,739 
Engine: 
Swing 16 in. orless. 6,265 5,321,765 
Over 16 in., includ- 
_ 3 i “Saar 1,525 3,177,746 
Over 22 in., includ- 
2S eae 674 2,356,963 
iS) 2 See 41 482,798 
Gap and all other.. ---. 8,123,355 
Polishing, buffing, 
PENGNNE 664.505 1,479 675,857 
Turret: 
Hand screw ma- 
ree 1,004 2,717,865 
Horizontal, vertical 
and other auto- 
Sree 11,909,450 
Milling machines: 
Hand-feed .......... 312 129,803 
Power-feed : 
ISSA Sarees 1,090 2,690,851 
a 2,270 5,840,142 
eS 453 1,341,362 
Lincoln type....... 826 2,546,504 
Planer type and 
OT ern 605 3,528,481 
Planers: 
Standard, 36 in. and 
NS. 5 ottawa 61 359,627 
Standard, over 36 in. 57 807,835 
Standard, open side. . 86 839,395 
OS RAS ee ae 45 263,251 


Portable tools: 

Drills, electric....... 
Drills, pneumatic.... 
Grinders, electric..... 
Grinders, pneumatic. . 
(b)Hammers, electric 
(b) Hammers, pneu- 

DE Sos Wek este 
Woodworking 
Other, including flex- 

ible-shaft tools... 


ee 


Presses: 
Forming and hydrau- 
| EE ere 
Stamping, foot....... 
Stamping, power..... 
Punch 
Arbor, hand and other 


Shapers, horizontal: 
Stroke not over 20 in. 
Stroke over 20 in. to 

28 in. inclusive.. 
Stroke over 28 in.... 


Shears, power: 

Combination 
and shear 
 s GEER EL ELE 
Straight 
Alligator and other.. 


Threading machines(c) : 
Die type 
Milling type......... 
Tapping machines.... 





(a)Includes a few 
reported 





1,756,371 


52,195 


6,608,334 
1,001,324 


1 


1, 


23,815 


.415,539 


837,774 
506,994 


with number not 


(b) Chipping, riveting, calking, etc. 


(c) Except for pipe. 
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Tire Manufacturer 
Predicts Shortage 


William O’Neil, president of the 
General Tire & Rubber Co., Akron, 
Ohio, was recently quoted as saying 
that a shortage of automobile tires by 
next spring seemed likely. Asserting 
that there are now about 2,000,000 
fewer tires in stock than there were 
a year ago at this time, Mr. O’Neil 
referred to statistics of the Rubber 
Association of America, which indi- 
cated that manufacturers’ stocks of 
tires are at least 1,500,000 below last 
year, and there has been a shrinkage 
of more than 500,000 tires in dealers’ 
stocks. . 

“American tire manufacturers will 
not have enough tires to deliver next 
spring to meet the demand,” Mr. 
O’Neil declared. 


Week’s Price Average Was 
82.7 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced on Oct. 26 that whole- 
sale commodity prices, for the week 
ended Oct. 25 and based on Dun’s quo- 
tations, averaged 82.7 per cent, ac- 


cording to the Journal of Commerce. 


The September average was 83.3. 
The purchasing power of a dollar on a 
1926 basis of 100c. was 120.9. The 
September average was 121c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
72.6. The September average was 
74.5, 

The Italian index on the revised 
1926 basis for the week ended Oct. 18 
was 59.1. The September average was 
60.8. 


Copper Prices Recently Cut 
to 912 Cents per Pound 


All copper producers and custom 
smelters have reduced the price of the 
metal to 9%c. a pound, delivered in 
the Connecticut Valley. This action 
follows a cut to the 914c. level by one 
or two custom smelters recently. Brass 


GENERAL MARKE 
NEWS of tHE WEE 








Pre-Christmas Demand 
Stimulates Hardware 


New York, Nov. 5.—Practically 
all of the principal hardware mar- 
kets of the country have reported 
that the generally belated demand 
for Christmas merchandise has ma- 
terialized during the past week. 
The current demand is excellent for 
toys, cutlery, fireplace fixtures, sil- 
verware, electrical Christmas decora- 
tions, electric appliances, winter 
sporting goods, hunting equipment 
and many kindred lines, popular as 
Yuletide gifts. From early indica- 
tions, it appears that the Christmas 
volume of this year will compare fa- 
vorably with last year’s. 

Seasonable merchandise 
tinues to enjoy a healthy move- 
ment. Housefurnishings are in 
good demand. The call for staple 
lines is only moderate, but some re- 
cent indications of increased activity 
has become apparent. 

The credit situation is rather un- 
satisfactory, as wholesalers in most 
sections characterize collections as 
slow. In view of present conditions, 
and the resultant rather dull de- 
mand for many items, prices have 
retained a remarkably steady status. 
Almost the only exceptions to well- 
maintained quotations are the price 
concessions being granted on cer- 
tain staple steel and iron products. 


con- 





and wire prices have been lowered by 
the fabricators to the equivalent of 
94%c. for the metal. No change has 
been made in the export price, which 
is being maintained at 10.30c., c.i-f. 
London, Hamburg and Havre, but a re- 
duction of %c. to 9.80c. is expected 
either today or Monday. 





Wholesale Price Index 
Declines Slightly in Week 


The wholesale price index of the 
National Fertilizer Association, con- 
sisting of 476 quotations, again showed 
a decline of only two fractional points 
for the latest week. The index num- 
ber stood at 82.9 on Oct. 25, compared 
with 83.1 for the preceding week and 
96 a year ago. The index number of 
100 represents the average for the 
three years, 1926 through 1928. 

Of the fourteen groups comprising 
the index, four declined, three ad- 
vanced and seven showed no change 
for the latest week. Important com- 
modities listed among the twenty- 
three items that declined were lard, 
wool, dried beans, rice, sheep, lambs, 
burlap, copper, petroleum and hides. 
Included in the list of twenty-one com- 
modities that advanced were cotton, 
cottonseed oil, corn, wheat, oats, 
cattle, eggs, tin and rubber. 


Bank Debits Increased 
for Week Ended Oct. 22 


Debits to individual accounts, as re- 
ported to the Federal Reserve Board 
by banks in leading cities, for the 
week ended Oct. 22, aggregated $13,- 
228,000,000, or 4 per cent above the 
total reported for the preceding week, 
which included but five business days 
in many of the reporting cities, and 
35 per cent below the total reported 
for the corresponding week of last 
year. 

Aggregate debits for 141 centers for 
which figures have been published 
weekly since January, 1919, amounted 
to $12,421,000,000, as compared with 
$12,021,000,000 for the preceding week 
and $19,335,000,000 for the week ended 
Oct. 23 last year. 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 


Minneapolis, Nov. 4. 


Bm. in general in the ter- 
ritory served by the Twin 
Cities is responding to the sea- 
son of the year. In merchandising, 
manufacturing (we quote from a bank 
review of late October), banking, 
farming, the livestock industry, and 
various other activities, the change 
has been felt. 

Dun’s Review in October states that 
general business in this district has 
assumed a normal seasonal stride. 
“Sales at retail continue active, espe- 
cially in the large commercial centers. 
Manufacturers of heavy wearing ap- 
parel have had such an influx of or- 
ders that it will be difficult to take 
care of all the demands this season. 
Local foundries and manufacturers of 
specialty machinery have found it 
necessary to add to their working 
forces in order to take care of the 
business.” 


CROP ESTIMATES 


Beet sugar industry is running at 
full speed at present in Minnesota 
and in North and South Dakota. In- 
dications are that this year will be 
greater than any previous year in the 
industry in the Northwest. 

Late total crop estimates show that 
the damage over the Northwest in 
general from drouth conditions is not 
as great as even estimates in Septem- 
ber seemed to show. Much of the corn 
and small grain is being used to feed 
stock for the market, at a decided 
profit to the stockman, over what the 
crop would bring sold as grain. The 
early freezing brought disaster to the 
potato raisers in the Red River Val- 
ley, one of the big potato regions of 
the Northwest, where hundreds of 
carloads of potatoes were frozen in 
the ground. 


CONDITIONS IMPROVE 


The great bulk of general business 
compares very favorably with that of 
1929, with actual increases over last 
year in many of the larger trade cen- 
ters of this district. In comparison 
with 1928, the totals are not quite so 
favorable. In the Twin Cities terri- 


tory, department store sales are only 
3 per cent less than a year ago. 
Highway, utility and railroad con- 
struction is being pushed rapidly in 
the annual race with the weather, 
striving to complete projects under 
way before the winter closes in and 





AT A GLANCE 


Trade is responding to sea- 
sonal influences. Crops are 
turning out better than was 
expected. The beet sugar in- 
dustry is running at full speed. 


General business is said to 
compare very favorably with 
that of 1929. In the Twin 
Cities territory department 
store sales are only 3 per cent 
less than a year ago. 


Hardware wholesalers, as a 
rule, expect the last quarter to 
compare favorably with the 
same period of a year ago. 
Easier collections are pre- 
dicted before the end of the 


year. Prices are little changed. 











makes work more difficult. Several 
major road building contracts have 
been placed, and contractors state 
that as far as possible they intend to 
continue the work throughout the 
winter. 

In fact, many signs point toward the 
statement that this district is coming 
off very well in the 1930 national 
lineup. 


TRADE VIEWS VARY 


Inquiry among the hardware job- 
bers brings many divergent views as 
to the present volume of business, and 
the immediate prospects for the rest 
of the year, although the general ten- 
dency seems to be toward a belief that 
totals will compare favorably with 
business of last year. In heavy hard- 
ware lines business has been very 
fair, this including automobile and 
blacksmith supplies. Guns and am- 
munition have been steadily showing 
good volume, both in the jobbing and 
retail end of the business with the 
open season on pheasants, and with an 
excellent flight of northern game 
which uses this part of the country as 
a part of its “highway” to the south- 
ern feeding grounds. The early part 
of the flight has come down at this 
writing, and every indication points 
to the closing days of the open season 
being the best for several years. All 
of which means more sales of hunting 
supplies. 


RADIO QUITE ACTIVE 


Radio demand is opening up well 
for the season, with the smaller type 


Seasonal Improvement Is Noted 


Prices Show but Little Change— 


sets gaining in favor. There are a 
number of this type on the market 
this fall which are new in the terri- 
tory, but which are manufactured by 
well established companies which 
have an established name for success- 
ful larger sets. General business con- 
ditions do not seem to have had much 
effect on the radio market, as volume 
of sets compares favorably with that 
of last year, although the sales total 
in money is lower, due to the changes 
in prices during the year on many 
of the popular makes of radios. 

Radio tubes for replacement pur- 
poses are also selling very well. The 
demand for this purpose is growing, 
as the sets sold during the past few 
years are “ripe” for new equipment in 
tubes, and dealers are building up a 
good market through advertising and 
suggestion to their customers. 

Batteries for radio show a fairly 
good market wherever sets are used 
where electricity is not available. The 
season for flashlights is opening up 
also, and sales are showing the sea- 
sonal influence, both on flashlights 
and on batteries. 


FUTURE ORDERS 


Buying for future delivery shows no 
particular gain over the past few 
weeks. There is a steady flow of or- 
ders for spring delivery, but in many 
cases the quantities ordered are small, 
and jobbers are.having to anticipate, 
in placing their orders with the fac- 
tories, the additional demand which 
will develop when the season arrives 
during which the merchandise will be 
sold. 


COLLECTIONS 


Collections show no particular im- 
provement for this territory. The re- 
tarding of the marketing of small 
grain crops, due to low price, has had 
its influence, as has the comparatively 
low prices on stock for the market. 
The general opinion seems to favor 
easier collections before the end of 
the year, although it will probably 
take at least a year or two to over- 
come entirely the general condition 
which has prevailed over this section 
of the country, as well as in other dis- 
tricts. 

Prices show but little change. 
Solder has again fluctuated, and this 
is practically the only item on which 
a change should be noted this week. 
Warranted half and half solder is now 
quoted at 21c., while strictly half and 
half solder is 22c. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 


Chicago, Nov 4. 


S the holidays approach some 
A quickening in the wholesale 
hardware trade is noticeable. 
It can by no means be considered a 
rush. Nearly all buying is still cau- 
tious. The financial side of the retail 
hardware picture leaves a good deal 
to be desired. There is considerable 
stretching of credits, and failures in 
the trade continue to be reported in 
uncomfortable numbers. On the other 
hand, wholesale collections have been 
from fair to excellent. 

General prospects appear to show 
a bit of improvement, though much 
of it is intangible. Talk is still heard 
of an uplift in building activity, but 
as yet it has had little effect on the 
builders’ hardware trade. Some large 
projects seem to be in the offing, but 
they offer no immediate relief to the 
unemployment situation which re- 
mains the bugbear of the present un- 
pleasantness. Perhaps the best thing 
about it is the optimistic determina- 
tion to make the most of conditions 
and meet them with courage as they 
develop. Wholesalers and their sales- 
men are driving hard for business; 
the same can be said for the leading 
retailers. 

Prices on electric wire and wiring 
devices are holding steady. Slow im- 
provement in the demand for electri- 
cal appliances is registering. Vacuum 
cleaners show better movement. Deal- 
ers who believe in mercantile prepar- 
edness are ordering carvers now for 
Thanksgiving and Christmas. Silver- 
ware and thermos bottles are also 
more active. With plenty of pump- 
kins on hand or available farm fami- 
lies and others are buying steam 
pressure cookers. This has been an 
unusually good eason for canning 
supplies of all kinds, indicating that 
more people are turning back to old- 
fashioned housekeeping. In numerous 
ways this tendency is benefiting the 
hardware trade. 

One or two recent cold snaps have 
quickened the demand for alcohol and 
anti-freeze solutions; prices are low 
and business is good, though the 
weather at this writing has been con- 
sistently mild, tending to stimulate 
outdoor repair work which calls for 
numerous hardware items. Leading 


manufacturers of sweat pads have: 


again reduced prices, as of Oct. 20; 
this is the second drop since July 1, 
making the total reduction approx- 
imate 22 per cent. Jobbers, of course, 
are following the decline; sweat pads 
are now cheaper than they have been 
for many seasons. Interest in strap- 





Jobbers, their salesmen and 
retailers making strong effort 
for business. Holiday’s ap- 
proach giving some activity to 
hardware trade. 

Building projects reported 
in offing, but so far no indi- 
cation felt in builders’ hard- 
ware. Unemployement still a 


bugbear. 


Demand for electric appli- 
ances slowly improving, and 
prices hold steady. Silverware, 
thermos bottles and other holi- 
day goods active. 

* 8 ® 


Interest in harness and strap 
work increasing, probably due 
to farmers’ inability to pur- 
chase machinery. This re- 
garded as temporary tendency 
only. 

* 8 # 

General use of screws for 
steel work increasing. These 
can be had in display assort- 
ments at small cost. Prices on 
mauls, wedges and _ sledges 
hold steady, refusing to de- 
cline with the steel market. 

* 8 & 


Midget radio becoming an 
important factor in this branch 
of the trade. 











work and harness is on the increase 
and dealers in agricultural sections 
expect a fair demand from farmers 
who lately have not been buying much 
power machinery, though that is re- 
garded as a temporary tendency. 
Though screw sales have been quiet 
this year, the increasingly general 
use of screws for steel work has been 
growing rapidly, pretty much as the 
use of screws for wood work has been 
on the decline. Jobbers report that 
many dealers are missing sales by 
not carrying stocks of screws for 


steel. At small cost these may be 
had in convenient display assort- 
ments. New prices on screen cloth, 


netting and screen doors for 1931 are 
expected soon. They are nearly al- 
ways good seasonal sellers. Manu- 
facturers of such goods say that the 
highly competitive price levels last 
season left them without profit, thus 


General Prospects Showing Improvement 
Some Seasonal Lines Are Quite Active 


indicating that the market for next 
year will reveal no major changes. 

Makers of mauls, wedges and 
sledges seem to be standing by their 
price guns with determination, refus- 
ing to permit them to follow the steel 
market downward; figures have been 
unchanged for two seasons; buying, 
accordingly, has been conservative. 
Hatchets, hammers and scout axes in 
selected finishes and with special 
packaging are beginning to move in 
advance of the Christmas trade; each 
succeeding holiday season finds them 
stronger as gift items and many re- 
tail hardware men are preparing to 
feature them along with their other 
Christmas specials. With prices on 
manila and sisal rope at the lowest 
level in many years ordering has 
opened in lively fashion for late fall 
or early winter delivery. Demand for 
carriage and machine bolts is still up 
to normal standard with no fluctua- 
tion of the market figures. 

Some inquiry is developing for ice 
skates and sleds, though little actual 
buying has registered as yet. Toys 
and other juvenile goods are fairly 
active and many dealers appear to 
be planning for a holiday trade which 
may prove more lively than was ex- 
pected some weeks ago. More or less 
regardless of conditions, the modern 
parent is extremely reluctant to dis- 
appoint the children at Christmas- 
time, although it seems likely that 
the holiday demand will run largely 
to items of medium price. 

Midget radio is active and is al- 
most sure to become a considerable 
factor in the gift business. Much of 
the recent radio movement has been 
confined to the small sets. Some com- 
plaint comes from retailers on the 
score that midget models do not carry 
wide enough margin to bracket an 
attractive profit. Nevertheless the 
midgets are’ selling freely and in 
large measure have rescued the radio 
trade from a prolonged period of in- 
activity. 

More and more manufacturers are 
bringing small sets into the field. In 
one case they have been offered to 
dealers in quantities at around twenty 
dollars apiece with tubes. Though in 
money volume the radio trade shows 
a decrease under that of last year, 
the number of sets sold seems to be 
about the same; this situation, of 
course, is the result of the recent in- 
troduction of the midget models 
which came on the market late in the 
summer. It seems certain that much 
will continue to be heard of the 
midget. 
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BOSTON: 


(Boston office of HARDWARE AGE) 


Boston, Nov. 4. 
N EW ENGLAND retail dealers 


as a rule are only buying small 

items and in limited quantities. 
On the other hand, jobbers are satis- 
fied, although they have not obtained 
actual figures, that October bookings 
were in excess of September, this 
year, but somewhat behind October, 
last year. They say they could seil 
a lot more merchandise if they felt 
sure they were going to get the money 
for it. Current buying is of such stock 
as stove and heater accessories, kegs, 
cellar window wire, galvanized ware, 
especially garbage cans, nails, etc. 
There has been a little forward buy- 
ing of automobile tire chains, the re- 
sult of snows in various sections of 
New England, but little if any inter- 
est is manifested in snow shovels. 


WINTER SPORTS GOODS 


Perhaps the most disappointing 
phase in the business situation, from 
the jobber’s viewpoint, is the lack of 
retail interest in winter sports goods 
like snowshoes, ice skates and hockey 
sticks, and in toys. One thing that 
probably will help out the jobber is 
the fact that the largest retail toy 
buyers, who place their orders direct 
with the manufacturers, this season 
are relying on the jobber to a greater 
degree than usual. These large buy- 
ers, however, have not placed much 
business with the jobbers up to date. 
It is obvious that the big fellow as 
well as the small one is uncertain as 
to the business future and therefore 
is playing as safe as possible. 


RADIO MORE ACTIVE 


Radio set and accessory sales are 
picking up, and the situation is much 
more hopeful than it was a month 
ago, but the retail trade as well as the 
public has a weakness for small sets, 
consequently the value of sales is 
somewhat disappointing. Although 
the woods have been opened to hunt- 
ers, the season was so uncertain for 
so long, due to the lack of rain, that 
the hunters’ supply market has failed 
to make up lost sales. 


MONEY IS SCARCE 


As previously intimated, money is 
scarce. A majority of tradesmen are 
withholding payments for merchandise 
as long as possible, and in turn are 
being held up by charge customers. 
Banks, presumably because of the re- 
cent weakness of the stock market, 
are mighty fussy about making loans 
and about collateral. It is commonly 





AT A GLANCE 


Retail dealers as a rule are 
buying only small items and in 
limited quantities. > 

* * # 


Demand runs to seasonable 
hardware, interest in winter 
sports and in toys being back- 
ward. 

* * 

Radio set and accessory sales 
are picking up, and automobile 
tire chains have begun to 
move. 

* * * 

Turn for the better has 
come in general business, led 
by the cotton textile industry. 











stated that there are still some weak 
sisters in the financial world, and that 
so long as they remain in the picture 
the retail merchant can expect no 
change of heart by the banker. 

Important manufacturing concerns 
are still uncertain as to when busi- 
ness will recover. The common esti- 
mate is that this country will not see 
good business again until after June 
1, 1931. The stressing of unemploy- 
ment by Washington, State and mu- 
nicipality has served to further 
dampen enthusiasm of manufactur- 
ers. As a matter of fact, manufac- 
turers in general are anything but 
cheerful. 

The plight of Montgomery Ward & 
Co., so far as the slump in its earn- 
ings go, is about the most satisfying 
news the hardware trade has had in 
some time. It is a fact, however, 
that all so-called mail order concerns 
are having their trouble just as are 
the New England retail hardware mer- 
chants, 


TURN FOR BETTER 


Despite all the discouraging facts 
that come to light from day to day, 
the undisputed fact remains that there 
has come a turn for the better in gen- 
eral New England business, Home 
building is on the increase. To be 
sure a majority of the houses being 
erected are inexpensive ones and call 
for low cost builders’ hardware. But 
building is on the increase. 

The most encouraging signs, how- 
ever, are found in the cotton textile 
industry. Here we find that spinners 
of yarns in many cases have sufficient 
business on their books to keep plants 
running for the next five or six 
months if they do not get another or- 


Retailers as a Rule Buying Only Small Items— 
Most Recent Price Revisions Are Unimportant 


der. Sales of cotton cloth are run- 
ning ahead of production, the first 
healthy condition noted in the mill sit- 
uation in several years. 

States, municipalities and railroads 
have spent a lot of money on bridges, 
and plan to spend a lot more. Thus 
wage earners have been created as 
well as prospective hardware store 
customers. Automobile sales the past 
month have increased. People are 
not buying automobiles these days un- 
less they have a lot of money or un- 
less they are optimistic regarding the 
future. There have been numerous 
other little developments in an indus- 
trial way that manifestly prove a turn 
has come in business. When business 
is as poor as it has been, most of us 
fail to recognize a turn for the better 
when it comes. 


RETAIL STOCKS HEALTHY 


Although money is tight, retail 
hardware failures are remarkably few, 
all things considered. The retailer’s 
ability to stick along in business in a 
large measure is due to the fact that 
his stock of goods, while well as- 
sorted, is not excessive and therefore 
is in a healthy condition. 

Price changes being made by job- 
bers as a rule are unimportant and 
very often apply only to a few speci- 
fied items in manufacturers’ lines. 
The most important changes noted the 
past week were slight reductions in 
twine and in putty. 


Net Railroad Earnings Declined 
Substantially in September 


The first fifty-three railroads to re- 
port for September showed net rail- 
way operating income of $83,813,000, 
a decline of 20.3 per cent from the 
$105,235,000 reported by these same 
roads for September, 1929. This was 
the smallest decline from the same 
month of the year before reported for 
any month in 1930, and was regarded 
by railroad executives as clear proof 
of the increasingly effective grip over 
expenses which the carrier manage- 
ments have achieved this fall. 

Gross earnings for these fifty-three 
railroads amounted to $378,397,000, 
which was a decline of 17.5 per cent 
from the $458,549,000 shown in Sep- 
tember, 1929. This compared with a 
decline of more than 20 per cent from 
the same month of the year before in 
August, indicating a relative improve- 
ment of a minor character in gross 
revenues, despite the sharp drop in 
carloadings. 
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NEW YORK: 


New York, Nov. 4. 
P restore the most noteworthy 


feature of the metropolitan hard-: 


ware market at the present time 
is the increased activity noticeable in 
Christmas merchandise. Within the 
past few days practically all lines in 
the holiday category have been mov- 
ing in accelerated volume. Most deal- 
ers, it seems, delayed buying holiday 
goods until the time arrived when ne- 
cessity forced them to make their pur- 
chases in order to arrange early dis- 
plays. Toys of the electrical and 
mechanical type are very active. Wheel 
goods of every description are also 
moving briskly. Some shortages are 
predicted by toy distributors on the 
most popular items in this line, as the 
demand gains momentum. Electric 
clocks, cutlery, flat and hollow plated 
silverware, table electrical appliances, 
hunting equipment, skates, sleds, 
hockey sticks, fireplace fixtures, 
Christmas tree lights, wreaths and 
candles and tool chests are some of 
the most active items in the current 
movement of holiday goods. Several 
seasonal lines, such as stovepipe, coal 
hods, stove boards, ash sifters, ash- 
cans, ashean trucks, weatherstrip, ra- 
diator shields, humidifiers, oil and elec- 
tric heaters, furnace scoops and other 
kindred articles are moving quite 
briskly. The moderate weather recent- 
ly has momentarily retarded the call 
for some of the lines mentioned, but 
the first cold snap will revive the 
dealer and consumer demand. 


OCTOBER BUSINESS 


While the feeling among whole- 
salers is to the effect that the October 
volume left a great deal to be desired, 
it was at the same time, considerably 
better than the majority had antici- 
pated. The fact that October sales 
were ahead of the previous month’s 
is considered to have little bearing on 
the general character of business, 
which is generally behind last year’s, 
which in itself was a sub-normal year. 

Reports just released by the Fed- 
eral Reserve Board, contrasting the 
business of wholesale hardware es- 





AT A GLANCE 


Holiday merchandise is be- 
coming increasingly active. 
Seasonal goods are in good 
demand. The next cold snap 
will have a favorable effect on 
business. 

* 8 # 

October sales volume, while 
leaving much to be desired, 
exceeded the expectations of 
most local wholesalers. Sep- 
tember wholesale hardware 
volume was 11 per cent behind 
the same month in 1929. 

* * * 


Prices are remarkably steady 
in view of present conditions. 
Some jobbers are placing 
heavier orders, declaring that 
this is the time to buy. 











tablishments thus far this year with 
the corresponding period of 1929, dis- 
close that on the average trade dur- 
ing the first nine months of the year, 
for the country as a whole, is 17 per 
cent behind. Comparing the national 
figures with those compiled from the 
returns made by jobbers in the metro- 
politan area, local wholesalers have 
made a slightly better showing as Sep- 
tember volume was but 11 per cent 
behind the same month of last year. 
A portion of the diminished dollar 
volume can be attributed to vrice de- 
clines becoming effective since the 
first of the year. The opinion was 
exnressed by some jobbers that, pro- 
viding weather conditions were favor- 
able, business for the last quarter of 
the year should compare verv favor- 
ably with the last quarter of 1929. 
Despite construction reports which 
indicate increased activity in both 
State and metropolitan construction 
projects, the demand for builders’ 
hardware continues negligible. Like- 
wise the current demand for most 


Holiday Goods Are in Better Demand — 
October Volume Was Fairly Satisfactory 


items in the tool line is disappointing. 
With the advent of holiday shopping 
some improvement is expected in the 
tool demand is likely. 


PRICES HOLD STEADY 


Although few manufacturers have 
made any recent price revisions of. 
consequence, the general tendency is 
somewhat easier, especially in some 
steel, iron and copper products. Pres- 
ent prices are considered very low by 
most wholesalers and some have lately 
expanded their requirements, express- 
ing their opinion that the time has 
arrived for heavier buying. One job- 
ber who for the past several months 
has been buying in the proportion of 
about 40 per cent of what would be 
purchased under normal conditions, is 
now buying in quantities about 60 per 
cent of normal. In view of the slow 
general demand it is said that prices, 
in the main, are being well main- 
tained. Some exceptions are reported 
on a few highly competitive lines. 

One wholesaler expressed the opin- 
ion that if some manufacturers would 
institute two 5 per cent advances at 
ninety-day intervals, that this would 
have a stabilizing effect, especially on 
goods in active demand which are sell- 
ing at prices deemed too low to offer 
any profit for either the maker or the 
jobber. It was pointed out that a weak 
market offered very little incentive 
for buying and that dealers, in view 
of the price situation on certain lines, 
will only buy the stock urgently needed 
for immediate requirements. Where- 
as, a firming market would have a 
tendency to promote more confidence 
and encourage heavier purchases. 


’ COLLECTIONS 


The credit situation has not shown 
any betterment and collections are 
slow. More business failures have 
been reported in the local hardware 
market recently than at any time this 
year. As few new hardware stores 
are starting up in business at the 
present time, due to adverse general 
conditions, wholesalers assert that 
few opening stocks are being sold. 





Tire Manufacturers 
Readjust Prices 


A readjustment has been made in 
tire prices by the larger manufactur- 
ing companies, by which a more uni- 
form discount is given to dealers and 
a retail list price is set on some sizes 
that is from 2% to 5 per cent higher. 
The changes will become effective on 
Nov. 1, it was learned recently. The 
readjustment, it is said, will mean 
that the dealer’s net buying price will 


not be materially changed, although 
some sizes will be reduced about 2 
per cent. 

It is understood that the new 
prices will carry a guarantee until 
May 15 and will supply a stable price 
level for the “spring dating” busi- 
ness. The moderate increase in dis- 
counts was made to encourage deal- 
ers in anticipation of a large replace- 
ment business next year. Discounts 
to fleet owners and national accounts 
will be the same as were in effect 


until the recent “price war,” which 
ended about Sept. 15. 

Trade reports say dealers are cut- 
ting into the business of the mail 
order houses, as nearly all leading 
companies have brought out a first- 
line tire to sell around the prices 
quoted by the mail order houses. No 
material effect of the entry of lead- 
ing oil companies into the retail end 
of the industry by sales at service 
stations and through dealer organiza- 
tions has yet been felt, it is said in the 
trade. 











68 HARDWARE AGE for NOVEMBER 6, 1930 





PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
Pittsburgh, Nov. 4. 


USINESS with local jobbers in 
B October generally showed an 
improvement over the previous 
month, although the increased activity 
must be attributed largely to seasonal 
influences. Colder weather during 
the month sitmulated sales of such 
items as coal hods and shovels, stoves 
and stove pipe, ventilators and other 
heating equipment, and incipient in- 
terest in holiday items resulted in a 
fair volume of orders late in the 
month. However, sales for the holiday 
period are not expected to develop 
significant volume until this month, 
as retailers are slow in placing orders 
and seem anxious to maintain mini- 
mum stocks until the last possible mo- 
ment. 


HUNTING GOODS ACTIVE 


Shipments of loaded shells, ammu- 
nition and hunting clothing, which 
were temporarily checked in the mid- 
dle of the month by the announce- 
ment of a possible prohibition of 
hunting in the State of Pennsylvania 
this year because of the drought and 
consequent fire hazard, have again 
improved with the decision of the 
State officials to permit hunting as 
usual. The season on squirrels, rab- 
bits, partridge, quail and other more 
common game opened on Nov. 1, and 
will extend for one month. The trap- 
ping season on some of the smaller 
fur-bearing animals also got under 
way on Nov. 1, and sales of steel traps 
have been fairly good. The ammuni- 
tion business this year is running 
ahead of 1929 with a number of job- 
bers, and price conditions are re- 
ported to be considerably improved 
over last year. In the last week or 
two occasional cutting has developed, 
but the season has progressed too far 
to allow any serious price demoraliza- 
tion to set in. 


THE PRICE TREND 


Prices on hardware items show no 
material change. Reductions are still 
being made in goods into the manu- 
facture of which brass and copper en- 
ter because of a further decline in 
the primary market, and some weak- 
ness has developed in steel products. 
Nail prices are being shaded, although 
leading jobbers continue to quote 
$2.25 per keg. Sheet steel items are 
also lower in some classifications, 
principally on black and galvanized 
material. The resale market on bolts, 
nuts and rivets is not being main- 
tained, with some jobbers reporting 
instances of an extra 10 per cent dis- 
count being offered on bolts. Turpen- 


tine is lower at 54c. per gal in barrel 
lots, and linseed oil has declined to 





AT A GLANCE 


October volume increased 
over September’s, due to sea- 
sonal influences. Holiday 
goods are expected to show in- 
creased activity from now on. 

x *k * 

Hunting goods are in better 
demand, aided by the decision 
of State officials to permit 
hunting as usual. 

x * x 

Prices on most hardware 
items show no material change. 
Some shading is in evidence 
on certain steel and iron prod- 
ucts. Turpentine and linseed 
oil are lower. 

* * * 

Industrial news continues to 
have an unfavorable tenor. 
Trade in Pittsburgh proper has 
held up fairly well to date. 
Collections are very slow. 











10 4/5c. per lb. in barrel lots. White 
lead is unchanged at 13.75c. per lb., 
and paint prices are holding at recent 
levels. 


INDUSTRIAL NEWS 


Industrial news in the western 
Pennsylvania district is still prepon- 
derantly unfavorable. The expected 
seasonal increase in activity this fall 
has been disappointing, and it is now 
too late to hope for a Velated spurt. 
Most of the basic industries are get- 
ting ready for a winter of diminished 
activity. Both pig iron and steel in- 
got production are still declining, al- 
though current demand for finished 
steel products seems to indicate that 
no further downward adjustment will 
be necessary, with the exception of a 
week or two at the end of the year. 
Current specifications seem to be at as 
low level as could be possible, if con- 
suming industries run their plants at 
all, and well maintained structural 
awards, as well as a partial resump- 
tion in railroad buying, are doing 
quite a lot to maintain the industry 
at its present rate. Seasonal curtail- 
ment in production of both pipe and 
tin plate has been necessary as ex- 
pected, and the failure of fall demand 
for standard pipe to develop has been 
an unfavorable factor. Steel prices 
are still rather weak, and reductions 
have occurred in wire nails and gal- 
vanized sheets. Otherwise, nominal 
quotations are unchanged, and mills 


October Volume Showed Increase 
Prices Are Essentially Unchanged 


are still making strenuous efforts in 
some cases to prevent further de- 
clines. Three blast furnaces in the 
immediate Pittsburgh district have 
gone out of blast in the last month, 
and no merchant operators are now 
active. Scrap prices have receded to 
the lowest level since 1921, and lack 
of mill demand will probably result in 
even further reductions. Building 
awards in the Pittsburgh district are 
about 75 per cent below normal, the 
lowest in twelve months. Efforts on 
the part of the city administration to 
reduce unemployment by public works 
have brought some results, but are of 
little advantage to the hardware 
trade. Bridges and street repairs con- 
stitute the bulk of this activity, and 
private operations are very light. 
Residential building is depressed, but 
repairs and additions are taking the 
place of new projects in many cases, 
and considerable alteration work is 
under way. 


COAL PRODUCTION 


Production of bituminous coal in 
western Pennsylvania is spotty, as 
operations are moving at a slightly 
accelerated pace in some localities. 


EMPLOYMENT SITUATION 


The actual number of men employed 
by industries in western Pennsylvania 
has not declined numerically to the 
extent that may have been expected. 
Had it not been for the fact that there 
is a normal increase in unemployment 
in the fall, the situation would not be 
so discouraging. Widespread efforts 
to maintain as many men on the pay- 
roll as possible, although on a re- 
stricted hourly basis, makes an anal- 
ysis of the effective labor employed 
rather difficult. A number of munici- 
palities in this part of the State are 
making provision in their benefit funds 
for considerable increase in relief 
budgets for the needy. Total pay- 
roll disbursements in October declined 
and are well below normal for this 
time of the year. 


TRADE IN PITTSBURGH 


The amount of business done in 
Pittsburgh by wholesale and retail 
merchants has held up fairly well to 
date. Bank debits show little change, 
but the effect of falling prices on the 
money value of business transacted 
has resulted in reducing the volume as 
compared with previous times when 
commodity prices were higher. Re- 
tail trade has increased slightly in 
the last month, but collections are 
still very slow. Many small estab- 
lishments in rural communities are op- 
erating at a loss rather than go out of 
business altogether. 
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The Remington Standard American 
Dollar Pocket Knife is Advertised 
in 2889 Newspapers reaching 
10,.000.000 Prospective Customers 





Standard American 


DOLLAR 
DOCKET KR&IFE 


THE GREATEST VALUE EVER OFFERED 





1f your dealer hasn't this knife in stock, send his ever had for $1., return the knife and your money 
name and a dollar. The knife will be mailed ot will be refunded. Address: Reming Cutlery 
once. If you don't think this is the biggest value you Works, 951 Barnum Avenye, Bridgeport, Conn. 
©1930. A.Co. REMINGTON ARMS COMPANY, Inc. 4043 














O single knife has ever been as 

widely advertised as this new 
Remington that is putting new life into 
the cutlery business. For sometime 
past every Remington advertisement in 
farm papers, general magazines, and 
sporting publications, has carried this 


advice: 





Go to your dealer and 
ask him to show you the 
Remington Standard Ameri- 
can Dollar Pocket Knife 











During the week ending November 15, 
the advertisement shown here in re- 
duced size will appear in large space in 
2389 newspapers with about 10,000,- 
000 readers. 


RI Pan 224, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 


1930 R. A. Co. 
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TLANTA: 


(Atlanta Office of HARDWARE AGE) 

HE movement.of merchandise in general through hardware channels in 

this district is reported as being rather slow, but in most sections show- 

ing signs of improvement. Increased activity seems dependent on the 
advance of cotton prices, which at this reporting have advanced during the 
past week, representing a maximum recovery of $6.50 a bale from the lows on 
Oct. 18. Cotton is the South’s greatest money crop and the entire business 
structure of this section should soon reflect this vast increased purchasing 
power of the farmer and textile industry. 

With a price advance equivalent to more than $6 a bale, calculated on basis 
of this year’s cotton crop of 14,500,000 bales, represents an appreciation in 
the value of production of approximately $87,000,000, exclusive of the value of 
the seed, which included would probably swell the aggregate to approximately 
$100,000,000. The crop this season is more evenly distributed than in years. 
This also is decidedly favorable to general business. 

No important price changes are reported by Atlanta jobbers at this listing, 
and collections are reported as being fair. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. 


AMMUNITION. 


3-1% Remington Nitro Club 12 ga. 
shells, $34.00 per 1000; 3-1 Remington 
Nitro Club 12 ga. shells, $33.23 per 
000; 3-1% Remington Shur Shot 12 
ga. shells, $30.06 per 1000; 3-1 Rem- 
ington Shur Shot 12 ga. shells, $29.06 
per 1000. 


AUTO TIRES (MANSFIELD). 


29 x 440, $6.18; 29 x 450, $6.82; 
30 x 450, $6.89; 30 x 500, $8.51; 30 


FIRE POKERS. 

No. 10%, ¥% x 20, 85c. per doz.; No. 

10, % x 96, $2.00 per doz. 
FIRE SHOVELS. 

No. NF16 Never Break, $4.50 per 
doz.; 20-in. galvanized, 75c. per doz.; 
20-in. japanned, 75c. per doz. 

FORKS. 


Three tine hay forks with 5 ft. 
handles, $9.50 per doz.; 4 tine manure 


x 525, $9.92. forks with 4% ft. handles, $10.80 per 
Tubes: 29 x 440, $1.11; 30 x 450, doz.; 5 tine manure forks with 4% 
$1.18; 29 x 450, $1.28; 30 x 500, $1.32; ft. handles, $12.50 per doz.; 6 tine 
30 x 525, $1.49. Hore he — re 41%4 ft. handles, 

X per doz.; tine cottonseed 

BROOMS. forks with steel D handles, $25.96 


per doz.; 12 tine cottonseed forks 
with steel D handles, $30.33 per doz. 


GLASS CUTTERS. 
No. 024 Red Devil, $1.50 per doz. 


No. 26, 5 string heavy, $6.00 doz.; 
No. 22, 4 string, $4.50 doz. Split 
rattan 14 in. push broom with han- 
dles, $7.50 doz. 


COAL HODS. Lenox, $1.50 per doz. 
16-in. galvanized, $4.00 per doz.; 
18-in. galvanized, $5.00 per doz.; 16- es bar ny % lb. Pkgs., 40 


in. japanned, $3.25 per doz.; 18-in. 


japanned, $3.75 per doz. cents per doz. 


COAL TONGS. HAMES. 
No. 45, $2.50 per doz.; No. 25, $3.50 No. 61 Lone Star, $15.00 per doz. 
per doz.; No. 214, $3.50 per doz. — 
HANDLES. 


COTTON COLLARS. ; Steel D spade handles, $4.00 per 
Old Beck, $6.00 per doz. Langford, doz. Steel D scoop hgndles, $4.00 
$10.00 per doz. Langford, Jr., $8.00 per doz. Steel D cotton seed fork 
per doz, Samson, $13.20 per doz. handles, $6.00 per doz. (Strapped, 
COLLAR PADS. 7 gg hae A 
Size 18, Red Edge, Old Gold, $3.90 handles, c. s. f., $6.00 per doz. 
per doz.; size 20, Red Edge, Old Gold, 
$4.20 per doz.; size 22, Red Edge, Old HARNESS GOODS. 
Gold, $4.50 per doz. ge lines, Per 16 ft., $36.71 
per doz. sets. eck lines, 1% in., 
COTTON HOOKS. 16 ft., $41.54 per doz. sets. Check 
No. 279, 8 in., $3.50 per doz.; No. lines, 1% in., 18 ft., $50.67 per doz. 





277, 6 in., $2.00 per doz. sets. Single wagon lines, 1 in., $24.00 
FILES per doz. sets. 

. Bridles, 1 in. with cup blinds, $12.00 

First quality, list less 50 per cent; per doz. Bridles, 14% in. with cup 

private brands, less 60-10 per cent. blinds, $14.00 per doz. Bridles, 1% 


Second quality, less 75 per cent. in. with wing blinds, $19.00 per doz. 





Cotton Price Advance of $6.50 per Bale 
Over October Lows Encouraging 


HEATERS. 


No. 169 Pioneer, $22.88 each; No. 
149 Pioneer, $19.60 each; No. 129, 
Pioneer, $17.05 each; No. 389 Cru- 


sader, i each; No. 488 Geo. 
Cabinet, $57.00 each. 
LAMPS. 
Doz. 
No. 980—C sewing.............. $4.00 
ING. OS0-=B  SIOMNG. 6.6 oc. 8505 cde 4.00 
LANTERNS. 
lo ek Sarre i) 
Oe ee Secor Toe rere ee 


No. 2 Blizzard Reg. fount 
No. 2 De Lite large fount. 
LACHO WATE 2 oc ccsswsccs 
EAC. GRADE sis xcs des sees. 





MEAT CHOPPERS. 


Universal, No. 323, $8.25 each; No. 
333, $5.50 each; No. 331, $5.00 each, 
30 per cent off above prices, which 
are list. 


PICKS. 


5 to 6 lb. R. R., $7.50 per doz.; 6 to 
7 lb. R. R., $8.25 per doz.; 8 lb. R. R., 
$9.00 per doz.; 10 lb. R. R., $12.50 per 
doz.; 2 lb. mill picks, $1.00 each. 


PUTTY. 


1-lb. cans, 7c. per lb. 


ROOFING. 


Galvanized—29 gage, 2% in. cor- 
rugated, $3.85 per square base. 

Composition—1 ply, smooth sur- 
face, 83c. per roll; 2 ply, smooth sur- 
face, $1.01 per roll; 3 ply, smooth 
surface, $1.40 per roll; slate, smooth 
surface, $1.65 per roll. 


Sheathing paper, 20 Ib.......... -60 
Sheathing paper, 40 lb.......... 1.10 
Per Gal 

Asphalt roof coating............ -60 
Per Lb 

1 lb. cans of plastic cement.... .12 

5 lb. cans of plastic cement.... .10 

10 lb. cans of plastic cement.... .09 

ROPE (COTTON) 

20 to 26 cents per lb. 36 ft. cut 


plow lines, 22 cents per pr. 


STOVE ACCESSORIES. 


No. 3 crystallized wood lined, 24 in., 
$12.50 doz.; 26 in., $14.60 doz.; 28 in., 
$16.00 doz.; 30 in., $19.70 doz.; 36 in., 
$27.40 doz. : : 

No. 9 crystallized paper lined, 24 in., 
$7.40 doz.; 26 in., $8.10 doz.; 28 in., 
$9.10 doz.; 30 in., $10.70 doz.; 35 in., 
$15.70 doz ~ : 3 

Stove Pipe Dampers.—5 in., $1.25 
per doz.; 6-in., $1.50 per doz. | 

Stove Pipe.—Smith multi-pipe, 29 
gage, polished in blue, 5 in., $12.25 
per 100 joints; 5% in. and 6 in., $13.00 
per 100 joints. 

Elbows—5) in. piece, corrugated, 
$1.35 per doz.; 6 in. piece, corrugated, 
$1.50 per doz.; 7 in. piece, corrugated, 
$2.00 per doz. 4 

Stove Polish—No. 20 Black Silk 
paste, 5-lb. cans, $11.40 per doz.; No. 
5 Black Silk paste, $1.20 per doz.; No. 
6 Black Silk liquid, $1.30 per doz.; 
No. 1 Black Silk iron enamel, $1.75 
per doz.; No. 60 Black Silk metal 
polish, $1.50 per doz. 





to current liabilities exceeding 12 to 
1, the board considered it prudent 
to conserve resources so that ample 
funds would be available for future 
development of the business. 

The regular quarterly dividend of 
$1.75 a share on the Class A stock 
was declared. 


Montgomery Ward & Co. 
Omit Quarterly Dividend 


Montgomery Ward & Co.’s directors 
voted on Oct. 24 to omit the quarterly 
dividend of 75c. a share due on its com- 
mon stock, 


The board decided that it was in 
the best interest of the stockholders 
to discontinue the.common dividend. 
It was said that while the company 
was in a yery strong financial posi- 
tion, with a ratio of current assets 


The company showed a loss on op- 
erations of $2,848,000 for the nine 
months ended Sept. 30. The loss in 
the first quarter was $2,318,000, in the 
second quarter $185,000 and in the 
quarter ended Sept. 30 $345,000. 


George B. Evereit, president of the 
company, said: 

“As with most merchandising busi- 
nesses, the fourth quarter always 
has been our best, and it appears that 
profits for the remainder of the year 
will be more than sufficient to wipe 
out the losses up to Sept. 30. 

“While it has heretofore been the 
policy to issue only annual state- 
ments, our directors have decided 
that in the future the company will 
issue quarterly statements of earn- 
ings.” 
































NESCO FOUNDATION UNIT 








YOU CAN MAKE $5 oO goo EXTRA NET PROFIT 


BY ACCEPTING THIS COOPERATIVE SALES PLAN 





NCREASED net profits speak a lan- 
I guage which every dealer understands 
—and this advertisement deals in hard 
facts and cold figures. 

Nesco offers an extra cumulative 
bonus —all velvet—for selling its popu- 


lar lines —all live items— De Luxe 


olutionary offer to the trade. Nesco is 
making it with the feeling that you 
dealers can use more profits under pres- 
ent business conditions. 

There are no strings to this amazing 
offer —no “buts” and “‘ifs””— everything 


is plain and clear. And—here’s the best 





Kerosene Stoves and 
Ranges —as well as 
Nesco Ovens and 
Perfect Oil Heaters. 

Here is a most 


sensational and rev- 


MILWAUKEE 
CHICAGO 


NEW ORLEANS 


New burner raising mechanism ° 


assures very close regulation of flame. One or 
more Double Hot Burners on each De Luxe 
number. The famous Rockweave Wicks (identified 
now with two green strands woven into fabric). 
Harmonious combinations of colors. Porcelain 
enameled parts on some models of ranges. 


NESCO 


NATIONAL ENAMELING & STAMPING Co., INC. 


Executive Offices 
273 N. Twelfth Street, Milwaukee, Wisconsin 


Factories and Branches: 


BALTIMORE 
LAUREL HILL, L. I. 


NEW YORK 


part of the whole plan 
—you can qualify 
for this generous 
bonus on an initial 
stock investment of 


approximately $100. 


GRANITE CITY, ILL. 
PHILADELPHIA 


GET FULL PARTICULARS FROM YOUR JOBBER IMMEDIATELY 
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TI- October Demand Showed Improvement 
Cl N Cl N N A e Credit Situation Offers Adverse Factor 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Nov. 4. 


HILE the volume of hardware business during October showed an 
V V improvement over the preceding month, the demand is still noticeably 

behind October, last year. The advent of cooler weather during Octo- 
ber stimulated demand for stove pipe, elbows, stove board and similar seasonal 
merchandise. A fairly steady flow of orders for staple articles also has been 
reported, but in any line jobbers indicate that business could be better. 

In fact, while jobbers are pleased with the improvement in demand, they are 
still in doubt whether or not this is merely the usual seasonal uptrend or the 
harbinger of generally improved demand. There are no peculiar features in the 
market which would indicate one analysis or the other. Employment generally 
is still at a low ebb, and all lines of industry are affected with the problem 
of large layoffs. Many plants are alternating shifts, while others are reducing 
the working weeks to keep as many employed as possible. 

Retailers also have felt a slight increase in sales last month, but the lack of 
sufficient money is hurting their business. The retail demand reflects the same 
buying trend as the jobbers’ bookings, most sales being of seasonal articles. 

Collections are reported to .be very poor. In fact, jobbers complain that the 
credit situation also is hurting the present market, as buyers find it difficult 
to meet their invoices. 

Prices, however, remain steady and reflect the continued desire of jobbers 
to keep the market undertone firm. No inducements by way of price conces- 
sions are being offered. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CINCINNATI. 








ANTENNA SUPPLIES. LANTERNS. 
100-foot coils, 41c.; 75-foot coils, —s line, Monarch No. 0, $8.00 a 
32c. ; Ruby Globe, $10.00 a _  doz.; 
Porcelain insulators, 2c. Delite, $13.00 a doz.; Little Wizard, 
Glass insulators, 5c. $8.50 a doz.; Little Giant, $11.00 a 
Lightning arresters, 17c. doz. ; Blizzard, No. 2, $13.00 a doz. 
Ground rods, 30c. NAILS. 
BUILDERS’ HARDWARE. Common wire nails, $2.60 per keg. 
Sash Weights.—Sash weights, $1.90 PAINT SUPPLIES. 
per 100. Es a, Se) Ready mixed house paints, $2.75 
Inside Sets. Square bevel inside per gal.; linseed oil, single barrels, 
sets in case lots, $3.75 per doz. $1.04 per gal.; turpentine, in 2 bar- 
Butts.—3%4 in. old copper and dull rel lots, 48c. per gal.; white and red 
brass butts, 15c. per pair in Case lead in 500 lb. kegs, 13%c. per Ib., 
lots; sand blast, brass =— butts, less 10 per cent. ‘ 
19c. per pair in case lots 
ROLLER SKATES. 
ALCOHOL AND ANTI-FREEZE. Ball bearing, girls and juveniles, 
Denatured Alcohol. — 53 gallon $1.32 pair; boys, $1.41 pair; cheaper 
drums, 50c. per gal.; 5 to 9 drum lots, grade, Tic. pair. 
49c. a gal.; 10 drum lots, 48c. a gal. 
Prices subject to charge of $6.00 for ROOFING. 5 
each drum, to be rebated upon re- K_ slate, 85-lb., $1.75; a $1.00; 
turn of drum in good condition, 1 medium, $1.35; heavy, 
gallon cans, 66c. a gal.; in case lots _Competition grade, ligne 85c.; me- 
of 10 gallons, 65c. a gal.; in 10 case dium, $1.00; heavy, $1.20. 
lots, 64c. a gal. Rosin sheeting, $45.00 a ton. 
Eveready Prestone. — In_ gallon 
lots, $3.80 a gal.; in case lots, $3.60 RADIO BATTERIES. 
a gal. B batteries, No. 2308, $1.88 apiece; 
full units, $1.75 apiece, No. 10308, 
ELECTRIC FANS. $2.81 apiece; full units, $2.63 apiece. 
Diehl, No. 29011, $10.00 each, list; a aoe: oo ee, 
No. 29511, $13.00 each, list; No. 29711, $2.97 apiece. — 
$14.00 each, list; No. 10512, $17.00 C’ batteries, -30c.; 10 uriits, 28c. 
each list; No, 12519, $27.00 each, list; A batteries, 40c.; 25 units, 35%4c. 
No. 16512, $35.00 each, list; No. 3160, RADIO TUBES. 
$29.50 each, list. These prices are NX 112A, $2.25; NX 171A, $2.25; 
— to discounts of 30 and 5 per NX 201A, $1.25: NX 210, $9.00: NX 
; 7 ~~ i Ra oe: NX 226, 
¥ .15; NY f .20: N 230, $2.20; 
FIRE SHOVELS. pi ce ; NX 231, $2.20; NX 232, $3.30; NX 245, 
No. 80, 52c. each; No. 54, 75c. each; $2.00: NX 2°, $11.00;, NX 280, $1.90: 
No. 56, 85¢. each. he N 281, $7.2 : 
Neverbreak, 16-in., $4.75. va prices are subject to discounts 
ICE SKATES. Oo an 10 per cent. 
Winslow, No. 38, $1.60 a pair; No. RUBBISH BURNERS. 
38%, $1.50 a pair. — 1p $1950": 7 2, $11.00 
a doz.; No. 3, 3.20 a doz. 
LADDERS. SCREWS 
Extension, 20 foot, $5.75 each; 24 ° ; a4 
foot, $7.00 each; 26 foot, $7.60 each; Flat head bright screws, 50, 10, and 
28 foot, $8.15 each; 30 foot, $8.75 10 off list; flat head blued screws, 50, 
each; 32 foot, $9.35 each; 34 foot, 10 and 5 off list; round head blued 
$11.00 each; 36 foot, $11.60 each; 40 screws, 50 and 10 off list; round head 
foot, $13.00 each. brass screws, 40 and 5 oft list; bright 
Extension, with windlass, 28 Det, wire goods, 85, 20 and 5 off list. 
$9.35 each; 30 foot, $10.00 eac 32 
foot, $10.60 each; 34 foot, $12.25 each; SLEDS. 
36 foot, $13.00 each; 38 foot, $13.65 Fleetwing, No. 96, $12.35 a doz.: 
each; 40 foot, $14.35 each. No. 100, $16.90 a doz.; No. 200, $18.40 








a doz.; No. 210, $22.40 a doz.; No. 220, 
$24.80 a doz 
Flexible Fiyers, 30 per cent off list. 


STOVE BOARDS. 


Paper lined, 24 x 24, $7.00 a doz. 

Wood lined, 24 x 24, $11.65 a doz. 

Mahogany wood lined, 28 x 28, 
$16.00 a doz. 

Walnut: wood lined, 28 x 28, $16.00 
a doz. 


STOVE PIPE. 


Security, blue, 28-gage, 6-in., $14.00 
per 100 joints; 26 gage, 6-in., $16.50 
per 100 joints; polished, 28 gage, 
6-in., $20.00 per 100 joints. 

Elbows, blue, 28 gage, ce -in., $1.50 
a doz.; polished, 28 gage, 6-in., $2.25 
a doz. 


STEPLADDERS. 


Best grade, 5 foot, $2.55 each; 6 
foot, $3.00 each; 7 foot, $3.55 each; 8 
foot, $4.05 each; 10 foot, $5.05 each; 
12 foot, $6.65 each. 

Competition grade, 3 foot, 5lc. 
each; 4 foot, 68c. each; 5 foot, 85c. 
each; 6 foot, $1.00 each; 7 foot, $1.55 
each; 8 foot, $1.75 each. 


TIRES AND TUBES. 


Balloon Tires, Best Grade 

Size 
30x4.50-21 
28x4.75-19 
29x5.00-19 
31x5.25-21 
29x5.50-19 | 


29x4.40-21 
29x4.50-20 
30x4.50-21 
28x4.75-19 
29x4.75-20 
29x5.00-19 
30x5.00-20 


29x5.50-19 
30x5.50-20 
30x6.00-18 


31x6.50-19 
32x6.50-20 
32x6.75-20 


TRELLIS WIRE. 
22 in., $3.95a hundred feet. 


VACUUM BOTTLES. 


Competition grade, 1 pint, 638c. 
each; 1 quart, $1.20 each. 

High grade, 1 pint, $1.00 each; 1 
quart, $2.00 each. 

Nickel plated, 1 pint, $1.75 each; 
1 quart, $2.50 each. 


VENTILATORS. 


Diamond ~~ No. 02, $4.00 a doz.; 
No. 2, $4.80 a doz.; No. 3, $5.60 a 
doz.; No. ‘, $6.80 a doz 

Deflectair, pos 87, $3. 00 a Joz.; No. 
117, $4.50 a do 

“Continental * Wood Frame Cloth 
Ventilators’ — V-836, $2.00; V-923, 
$2.00; V-937, $2.20; V-949, $3.75; 
V-959, $4.40; V- 1537, $3.45; V-1549, 
$5.00 per doz. net 

“Continental Metal Frame_ Cloth 
Ventilators’’—No. 833, $2.50; No. 837, 
$2.80; No. 845, $3.75; No. 1137, $3.45; 
No. 1145, $4.40; No.’ 14 7, $5.00; No. 
1445, $5.60 per doz. net. 

The company will allow actual 
freight up to 50c. per 100 Ib. on ship- 
ments of six dozen or larger. 


WEATHERSTRIP. 


Wood and gt No. 1, $17.00 per 
1000 feet; No. 1%, $19.00 per 1000 
feet; No. 2, $24.00 per 1000 feet; 
No. 4, $13. 50 per 1000 feet; No. 7 
$40.25 per 1000 feet. 

Wood and felt, No. 70 and 71, 
$18.00 per 1000 feet; No. 71%, $25. 25 
ee 1000 feet; No. 75, $41.25 per 1000 
eet 

Nu Strip, $16.50 per 1000 feet. 

Dust Strip, $28.00 per 1000 feet. 





, 
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Ouatity ee 


is of importance 


to YOU .... 









Your reputation as a dealer is at stake 
every time you sell a piece of merchandise. Buyers 
always like to patronize a certain store because 
they feel it’s “‘reliable” .... every item they buy 
there gives satisfaction. When you sell Clinton 
Poultry Nettings, either hex or straight line, you 
know that the mesh is always uniform, the wire 
is full gauge and the galvanizing is real. Be sure 
your next year’s stock is Wickwire Spencer Clin- 
ton Nettings. It will give you... . and your cus- 
tomers .... SATISFACTION. 


AMERICAN WirE FAsrics CORPORATION 
Subsidiary of 
WICKWIRE SPENCER STEEL COMPANY 


General Office: 41 East 42nd St., New, York City 
Mid-Western Sales Office: 208 So. La Salle St., Chicago, Ill. 
Western Sales Office: 144 Townsend St., San Francisco, Cal. 

Worcester Buffalo Los Angeles Cleveland Seattle 


CLINTON POULTRY 
Y NETTINGS VY 


Products for the Hardware Store: 


Poultry Netting Nails and Brads Wire Cloth Line 
Hardware Cloth Perfection Door Springs Window Screen Cloth 
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a Maydole 


they are never satis- 
fied with any other. 

Good carpenters, 
machinists, and me- 
ehanies know there is 
no substitute for the 
balance, strength, and 
stubborn resistance 
to wear of Maydole 

Hammers. 


More than 87 years of honest American 

quality have built up a demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write for a free supply of Pocket 
Handbooks 23 “C” 





Maydole 
Hammers 


The David Maydole Hammer Co..Norwich NY 
3840 














| 





Detroit Jobber Demonstrates Better 
Selling Methods 


(Continued from page 47) 


Visitors coming into the exhibit 
hall registered at a booth which 
resembled a Christmas chimney 
with Santa Claus in the back- 
ground. They were given tickets 
for a raffle and the winners were 
awarded valuable merchandise, in- 
cluding a Warren open-display 
table. 

One special exhibit was of fu- 
ture merchandise, such as hose 
reels, rubber garden hose and 
other spring items. Household 
goods also were shown here. An- 
other special display was of lug- 
gage, which acquainted dealers 
with the fact that the company 
carries in stock a complete line 
of luggage. 


The exhibit was open every day 
from 8 o’clock in the morning un- 
til the last visitor was ready to 
leave at night. Many retailers 
who are open until 9 in the eve- 
ning, drove in from cities in the 
Detroit district after closing hour 
and inspected the merchandise un- 
til midnight or after. 

At these exhibits, which are 
held semi-annually, the company 
has as its primary object the edu- 
cation of retail hardware dealers 
in the latest and most successful 
merchandising practices. The show 
is so complete and full of sugges- 
tions of good selling ideas that 
many dealers traveled a hundred 
miles or more to witness it. 





Spier Is Bearing Down on Tools 


(Continued from page 39) 


where. We promote truthfully the 
slogan ‘If you can’t get it here, 
you can’t get it in town.’ 

“Like all merchants we face a 
certain amount of price compe- 
tition on standard popular lines. 
Often a customer tells us our 
price is high and that the same 
tool can be bought in town for 
less. We always stick to our guns 
on price. We don’t specifically 
tell a customer ‘That’s our price— 
take it or leave it,’ but’we convey 
that idea very definitely though 
politely and in the long run we 
benefit, even though an occasional 
sale may be lost. 

“We endeavor to keep our tool 
stock complete and up to date. 
When tools are wanted they are 
needed and so our reputation for 
having the stock brings us con- 


siderable business. Mr. Nagel’s 
knowledge of the various trades 
and his ability to recommend in- 
telligently the proper tools for all 
of these trades also helps. Even 
though we keep such complete 
stocks, we don’t let our money get 
frozen in stocks. We are particu- 
lar about listing short lines in our 
want book but are just as particu- 
lar to buy in quantities and assort- 
ments on a turnover basis. 

“We service blow torches, keep 
a complete supply of parts and 
this offers just one more reason 
for the mechanic. Mr. Nagel will 
also show the beginner and the 
amateur how to keep his tools in 
condition.” 

And that’s the way Mr. Deegan 
keeps his tool department busy 
at a profit. 





Business Failure Reports 
Have Varying Character 


Commercial failure reports for ‘the 
week ended Oct. 25, as compiled by 
the business reviews, showed a diverg- 
ing tendency, with Bradstreet’s report- 
ing a total of 430 defaults, as com- 
pared with 491 the preceding week, 
and R. G. Dun & Co. reporting 491 
failures, against 460 last week. The 
reports both showed increases over the 
corresponding periods of last year. 

Canadian failures increased to 61, 


against 55 last week and 52 for the 
same week last year. 

The reviews reported fewer failures 
for the Pacific Coast section, while 
compilations for other areas varied. 

According to Bradstreet’s, there 
were fewer failures in the group of 
smaller businesses, the percentage 
falling to 72.7 from the 77.8 of last 
week. There was an increase in the 
number of failures in the businesses 
using from $5,000 to $20,000 of capi- 
tal, the percentage in this case rising 
to 19.6 from the preceding figure of 
14.6 of the total. 

















HARDWARE AGE for NOVEMBER 6, 1930 


“NI 
un 





New Catalogs and Dealer’s Helps 


Available from Manufacturers 


Christmas Dealer 
Helps Shown 


Landers, Frary & Clark, New Britain, 
Conn., have issued an attractive circular 
showing in colors the dealer helps offered 
to stores carrying the Universal line. An 
eight-page booklet in color is shown on 
the circular, as well as an attractive Uni- 
versal Christmas gift suggestion win- 
dow, which can be made with free ma- 
terial. The balance of the window trim 
is made with Universal standard stock. 
Included in the display material is a 
Santa Claus cutout, two smaller cutouts 
of the same nature, banner, easel back 
cards. Chimney is made from crepe 
paper. Illustrations show dealer mats 
for newspaper use. 


Shelby Spring Hinge Co. 
Publishes Two Catalogs 


The Shelby Spring Hinge Co., Shelby, 
Ohio, has issued two catalogs. Catalog 
No. 31 is a general catalog of their com- 
plete line of builders’ hardware special- 
ties and checking floor hinges. It has 20 
per cent more pages than the last issue. 
Catalog 30 is a checking hinge catalog 
of 40 pages, especially for architects and 
builders. It shows a full line of single 
and double acting checking floor hinges, 


including torsion spring as wéll as com- 


pression spring type. 





U. S. Poultry Fence 
Consumer Folder 


U. S. poultry fence is described and 
illustrated in a colored folder issued by 
the Indiana Steel & Wire Co., Muncie, 
Ind. The folder gives 50 uses for U. S. 
poultry fence in various fields. On the 
folder, which is for consumer distribu- 
tion, is a space for imprinting the deal- 
er’s name and address. Many new uses 
for this fencing are suggested in the 
folder, thus showing the dealer new ave- 
nues of distribution. 





Folder Tells About 
Tool Window Displays 


The Cleveland Twist Drill Co., Cleve- 
land, Ohio, has issued an attractive broad- 
side in colors, which is called “Seven 
Master Salesmen Want to Work for 
You!” It describes the possibilities of 
window displays, showing tools of the 
Black & Decker, Millers Falls, Stanley 
Works, U. S. Electrical Tool, Van Dorn, 
Yankee and Cleveland lines. A_ post- 
card is attached to the folder inviting 
dealers to send it in for window trim for 
display of products of the above men- 
tioned cooperating manufacturers. In the 
folder there are shown some of the co- 


operative type window displays which 
may be created with the use of dealer 
helps offered by manufacturers and stock 
merchandise. Trademarks of the Cleve- 
land organization and the other men- 
tioned concerns are shown in color on 
the folder. 


Lewis-Shepard Catalog 
Announces New Line 


Lewis-Shepard Co., 125 Walnut St., 
Watertown, Mass., has issued a catalog 
showing the new and complete line of 
both standard and special floor trucks. 
The line is designed to meet specific prob- 
lems. At every practical point the line 
is arc-welded, the booklet announces. The 
sales and service policy of the organiza- 
tion is indicated in the booklet. The line 
is illustrated and described as to con- 
struction and specifications. 


Mathias Klein & Sons 
Offer Catalog No. 30 


Mathias Klein & Sons have just is- 
sued their new catalog, No. 30, which, 
besides giving a complete showing and 
description of the tools manufactured by 
the concern, contains tables of wire gages, 
breaking strengths of cable, etc., and in- 
formation on the care and use of leather 
goods, etc. A copy may be secured on 
request from Mathias Klein & Sons, 3200 
Belmont Ave., Chicago, III. 


American Wholesale Hardware 
Issues First Catalog 


The first catalog of the American 
Wholesale Hardware Co., 1500 W. Ana- 
heim St., Long Beach, Cal., has been 
published. There are 1731 pages of in- 
formation, exclusive of the index. The 
company states that the very finest paper 
was used, to make illustrations stand out 
clearly. Every article is described in de- 
tail to enable the buyer to have a clear 
picture of the product. Wherever pos- 
sible factory numbers have been used in 
this catalog. 


Adjustable Clamp Co. 
Issues Catalog No. 7 


Catalog No. 7 has just been issued 
by Adjustable Clamp Co., 417 Ashland 
Ave., Chicago, Ill. It illustrates and de- 
scribes the line of clamps manufactured 
under the trade name Jorgensen. There 
are illustrations, specifications and prices 
in the booklet, giving a clear picture of 
the company’s products. The rear page 
shows a display of Jorgensen clamps. 











Manufacturers—for 
Nearly Half a Century 
—of the Highest 
Grade Steel and Wov- 
en Tapes, Wood and 
Metal Rules. 


Our Machinists Tools 
are Accurate, and 
Embody Striking Im- 
provements in De- 
sign. Every Article 
Fully Guaranteed. 


TAPES— 
RULES, and 
. TOOLS 








Distributed Thru Jobbers 


Send for Catalog 


THE [UFKIN fpULe Co. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 
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BLU-TEMP 
Shovels 


‘7 BLU-TEMP, the 
shovel with the blue 
steel blade sells itself 
to legions of buyers daily. 
Its quality is visible. Its 
blue blade proves its 
temper, and the Mang- 
Sil-Loy steel from which 
| it is made promises longer 
wear. 







r 
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BEALL BROTHERS 


manufacturers for 50 years, de- 
signed BLU-TEMP for the re- 
tail hardware trade. It is 
finished to please the most 
critical. The handles are 
smoothly waxed, and carefully 
fitted. The blades are cleanly 
cut, and the shanks are skill- 
fully forged and finished. 


Make Greater Profits with 
BLU-TEMPS 


BLU-TEMPS cost but slightly more 
than ordinary carbon steel shovels. 
Because they are better and more 
attractive, however, they sell at a 
handsome profit. 


BLU-TEMPS are made in all solid 


shank styles and sizes. Orpver Topay! 


BEALL BROTHERS 


Alton, Illinois 


The new book ex- 
plaining why BLU- 
TEMPS are better 
for distribution to 
your trade. 

«+» Free to you! 





The BLU-TEMP Shovel 
Display Rack given Free 
with 216 dozen BLU- 
TEMPS. Helps sell more 
shovels. 





' 








Profit Pullers 
from Here and There 


WHAT By contacting 
“THE VANS” industrial plants 
MEAN BY and institutions 


acres os 


voort Hardware 
Co., Lansing, Mich., adds much to 
its volume, much that would flow 
through other channels. The range 
of merchandise sold in this way is 
fairly wide. Contacting does it. 





we 






Representatives of the store are on 
good terms with the purchasing 
agents. In numerous cases, they 
hold club memberships in common. 

The Van Dervoorts keep in con- 
tact with the factory welfare de- 
partments. That helps the firm in 
two ways: It develops selling leads 
and it makes for credit protection. 
If a plant employee wants to run 
a hardware bill, the welfare depart- 
ment is usually able and willing 
to tell whether he is a gocd risk. 

In their development of personnel 
many of the factories foster sports 
among their operatives. Often this 
means more sporting goods busi- 
ness for the Van Dervoorts. Schools 
are contacted, too. They buy 
mops, pails, wringers, soaps and a 
variety of cleaning devices and 
compounds. Van Dervoort volume 
in playgrounds and gymnasium 
equipment sold to schools is fairly 
impressive. 

Then there are the manual train- 
ing and domestic science depart- 
ments to be equipped. The hos- 
pitals, the Y.M.C.A., the Y.W.C.A., 
owners of office buildings and meat 
markets, most of them, are good 
hardware customers. Machinists’ 
tools are sold to workers in the fac- 
tories. One man from the Van 
Dervoort store spends two or three 


noons a week demonstrating such 
tools to the men who use them in 
the industrial plants. When the 
Van Dervoorts say contacting, they 
mean contacting; nothing less. 


BEAR CUBS Whatever you do, do 
IN THE something to attract 


favorable attention. 
WINDOW This states the ad- 
vertising and display policy fol- 
lowed by the Van Dervoort Hard- 
ware Co., Lansing, Mich. The Van 
Dervoorts sell not only bird-cages, 
but birds to sing in them. They 
have made canaries hardware. 
Their unusual windows are the talk 
of Lansing. Once they had a 
windowful of monkeys. 

“But the best thing we ever did 
in a zoological way,” reports A. D. 
(“Del”) Van Dervoort,” was to 
show a number of bear cubs. Those 
cubs made more people look than 
almost anything we have tried. A 
moose from the northern woods, 
killed by a local hunter, was dis- 
played out front one winter.” 

The monkeys, by the way, were 
sold at a fair profit to a city park 
department. Certainly, the Van 
Dervoorts have demonstrated that 
hardware can be made to take in 
a lot of mercantile territory. 


PATRONS Right in front of 
WEIGH the cutlery case 


THEMSELVES which faces the 


entrance to the 
Park Hardware Co.’s store, Chi- 
cago, Manager J. L. Roach keeps a 
bath-room scale. This weighing de- 
vice has plenty of patrons. 
Plainly, many women and men 
are watching their waist-lines. 
People come in regularly and step 
on the scale. Here is one of those 
human habits, carefully cultivated 
by the merchant, that helps any 
store. 
These _ watchers-of-the-waist- 
line not only buy bath-room scales 
from the Park Hardware Co. 
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“But,” says Mr. Roach with a satis- 
fied smile,” they buy other things.” 








MAKES ’EM In Jacob 
DEBT-CONSCIOUS ©. Felle’s 
hardwa re 


store, 79 Howell Avenue, Milwau- 
kee, the credit customer encounters 
this “silent collector” in the form 


of a sign: “If We Owed You, What 
Would You Want Us to Do? 
THANK YOU.” 


GRADUATES HIS Joseph Nelson 
PAINT CANS of the Rogers 


Hardware & 
Furniture Co., Miami, Okla., likes 
to keep his paint cans in exact order 
according to size. From front to 
rear on the Rogers paint shelves the 
cans are of the same capacity; thus 
any size is always within easy 
reach. But from right to left they 
are graduated in gallons, half-gal- 
lons, quarts, pints, half-pints and 
quarter-pints. 





-The Wholesale and the Retail Dollar 


(Continued from page 45) 


And the jobber has also some- 
thing to liquidate, for he, too, has 
been guilty of many excesses—un- 
necessary multiplying of lines— 
stocking worthless merchandise 
which must be supported—selling 
around the _ retailer—attempting 
to do a retail business with his 
trade outlets on a wholesale mar- 
gin, etc. 

All these, and many other sim- 
ilar excesses, increase the whole- 
saler’s cost of doing business, and 
must be eliminated before the 
wholesaler can reduce his cost of 
handling and still make the full 
and legitimate profit he is entitled 
to. 

And the retailer has his troubles 
before him, because he has in most 
cases been guided during the 
boom period by the theory that 
the new era would last forever— 
has bought quantities of slow- 
turning specialties, much of which 
he still owns—has stocked up on 
luxuries which only sell during 
periods of reckless buying—now 
he has all these boarders to sup- 
port out of the meagre earnings 
that he can make from salable 
goods. 

The retailer has, in many cases, 
expanded his plant unwisely— 
still has in his employ many 
worthless employees who do not 
pay their way—has granted un- 
wise credits and failed to collect 
his accounts. 

All these excesses must be writ- 
ten down or written off before he 
is in a position to take his proper 
place in the competitive market 
which now lies before him. 

The sooner all this necessary 


liquidation takes place, the sooner 
popular buying will commence— 
the longer it is delayed, the longer 
we shall have to endure our pe- 
riod of readjustment. 

In other words, the spread be- 
tween crude materials and com- 
modities and present retail prices 
is too great—in some cases it is 
fantastic. This spread must be 
greatly reduced through the elimi- 
nation of all unnecessary items 
and excesses entering into the 
overhead of manufacturer, whole- 
saler and retailer. 

There seems to be no question 
but that commodity prices have 
receded too much—that a reason- 
able advance from present levels 
is necessary. It is likewise gener- 
ally admitted that retail prices 
are very much too high and must 
be scaled down, and a nice balance 
arrived at between the value of 
the wholesale and retail dollar. 

Many of our wiser merchants— 
especially the big fellows—have 
recently been seeing the light, and 
having elected to take their loss 
now, instead of being forced to 
take a greater loss later, have 
scaled down their prices to such 
an extent that they have suc- 
ceeded in attracting more than 
their share of available business. 
What the rest of us should do, 
realizing that a new order of 
things has developed, is to begin 
promptly the elimination of all 
our old-time waste and excesses 
and place our merchandise before 
the consumer at prices which will 
attract his desire of possession— 
then, and not until then, will 
large-scale buying be resumed. 


Just imagine the differ- 
ence in number of tack 
sales and profit per sale 
when your tacks stand 
on a counter or table in 
this attractive, colorful 
display box. And Baka- 
tax are rust resisting, san- 
itary, attractively blued, 
Your request, with job- 
ber’s name, will bring 
samples of Bakatax. 

Geo. Baker & Sons, Inc., 

Brockton, Mass. 


FREE 
SAMPLE 














Sell Goods With Signs 


Other dealers are doing it—why not 
you? You don’t have to hire these 
signs made—any clerk can make them 


with 


[in PIA A 
| pail CARD WRITER 


WEak AW 


One dealer wrote: “Paid for itself 
the first week we used it.” Another 
store used our outfit for 14 years and 
credited EXTRA SALES of more 
than $14,000 to its use. Cost is mod- 
erate. Send for samples of work and 
complete information. 


National Sign Stencil Co., Inc. 


1602 University Ave. 
St. Paul Minnesota 
Canadian Distributor: 
National Display Specialties, Brockville, Ont. 
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Depreciation and the consequent price 
reduction are losses which never affect a 
“Stainless” stock... First of all, a “‘Stain- 
less’’ stock moves too fast. Its deep, rich, 
modern beauty and its recognized popu- 
lar appeal assure good sales volume... 
Second, being resistant to the dulling in- 
fluence of age, atmospheric dampness and 
damage by handling, Stainless Steel is 
never shopworn but always new. 

Today, rust is taboo. Your customers 


THE SAME PATTERN 
from the same shelf 


YET... 
one ts doomed to 
slay tn stoch 


STAINLESS STEEL 













have gone modern. So have your com- 
petitors ... Why should you suffer? De- 
mand “Stainless” in Cutlery, Cooking 
Utensils and other Hardware. Write for 
our booklet “Stainless in the Home”... 
It shows you where this modern metal 
is used. 

Genuine Stainless Steel is manufactured 
only under the patents of AMERICAN 
STAINLESS STEEL COMPANY » Com- 
monwealth Building, Pittsburgh, Pa. 
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The buyer or owner who 
LIKES cutlery always has 
a successful department, 
because his respect for his 
merchandise convinces the 
customer of its value 


Observations of a 
Cutlery Salesman 


By FRED B. HINCHMAN 


HE word “Cutlery” on a 
hardware store window 
frequently is misleading: 
Try to find any worthy of 
the name in some stores. 
Buyers are “all bought up” in 
some stores at any season of the 
year. 


Window of general 


displays 


cutlery such as knives of all kinds 
for kitchen and for table are too 
infrequent. 

The buyer or owner who likes 
cutlery always has a successful 
department because his respect 
for his merchandise convinces the 
customer of its value. 

A successful cutlery department 





is a profitable one because mark- 
ups average 50 per cent to 75 per 
cent on costs. 

The color idea is not so strong 
in kit-hen cutlery but stronger in 
table cutlery. 

The cheap paring knife has seen 
its best days. Housewives want 
good, sharp, edge-holding knives. 

Mirror-finished blades’ on 
kitchen knives and on table knives 
as well as on carvers enjoys a 
growing demand. 

The public knows nothing about 
quality. It depends upon appear- 
ances and the word of the dealer 
that a knife is good. 

Most housewives don’t know 
how to sharpen their knives. 


Most dealers can’t tell them how 
to do it. 

The trick of edging a knife with 
a sharpening steel is easy to mas- 
ter. Teaching the trick to a cus- 
tomer takes but a few minutes and 
often sells a sharpening steel. 
Every dealer should know how to 
teach it. 

Hardware stores that feature 
good cutlery displays still hold the 
cutlery business. 

Hardware stores that don’t fea- 
ture good cutlery have practically 
lost all of their former cutlery 
business, consequently it has 
ceased to interest them. 

Department stores in average, 
fair size cities have ceased to 
make progress in the cutlery di- 
vision of the housewares depart- 
ment. 

Department store cutlery buy- 
ers in many instances don’t know 
much about quality cutlery. Their 
departments are filled with cheap, 
shoddy, price merchandise. 

Salesgirls in cutlery divisions 
of department stores know abso- 
lutely nothing about the. goods 
they sell. 

Many hardware store 
know just as little. 


clerks 


Manufacturers of worthwhile 
(Continued on page 82) 














Two Worthwhile Ideas 
for Your Cutlery Department 





HE cutlery case reproduced in the above illus- 

tration occupies a very prominent spot on the 

main sales floor of the Phillip Gross Hardware 

& Supply Co., Milwaukee, Wis. Every item in 
the display has a masculine appeal, as all are shaving 
necessities. M. J. Faber, advertising manager for the 
store, is authority for the statement that many men 
customers appreciate the convenience of being able to 
buy a razor, blades, soap, brush, shaving lotion, powder 
and razor strops or any other shaving need at the same 
time they are buying hardware. In the Gross store 
men customers outnumber women patrons 2 to 1 and 
the case exemplifies one way in which the firm caters 
to man’s desires. While some of the items, such as 
powder, are classed as “accommodation” items, they are 
nevertheless important in rounding out the display of 
shaving needs. 

Pocket knife sales increased to an astounding extent 
when the case shown at the lower left was installed in 
the F. Geele Hardware Co., Sheboygan, Wis. The case 
has a sloping top 32 inches wide and 7 feet long con- 
sisting of a single piece of plate glass. Eighteen 
drawers, removable from the rear, are provided and 
each drawer is divided into several bins for displaying 
different types of cutlery. As an example, the drawers 
for pocket knives are divided into six bins and each bin 
contains several different patterns of knives. Each 
bin carries a price card, making selection by the cus- 
tomer an easy matter. 
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— 300% 
a Sales 
Increase 


Here is a New Gillette Window Display, No. N24, that 
by actual test by impartial investigators increased 
sales on New Gillette Blades 300%. More than this, 
it brought many more customers into the stores who 
bought other merchandise. 


This test was conducted in each of four stores located 
in typical trading centers in entirely different localities. 


_ This sales compelling window 

display, lithographed in ten 
colors, will do as well or better 
for you. Mail usa card today, 
and we will send you one free 
of charge.” 


Gillette Safety Razor Co. 
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| pee over 60 years our quality 
products have been preferred 
by dealers and users. New mod- 
els every year, the latest and the 
best. Complete your stock now, 
to get your full share of sales 
and profits. 


Send for Catalog. 









Seymour Smith & Son, Inc. 
Oakville, Conn. 


Sales Representatives: 
JOHN H. GRAHAM & CO. 
113 Chambers St., New York 
268 Market St., San Francisco 














CHRADE SAFETY 


Push Button Knife 


No Breaking of 
Singer na 415 


<_ Safety 
Lock? 





Push the button and the blade opens auto- 
matically. Safety slide locks the ace with the blade 
+ er or closed. DOUBLE-LOCKED—the only Safety 

ife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE DenuastiGl ia maria 


Walden, N. Y. 





SCHRADE CUTLERY co. 


Also fi ers of ac line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletewn, N. Y. 























Observations of a Cutlery 
Salesman 


(Continued from page 79) 


cutlery are hurt by the large quantities of junk thrust 
on a gullible public by ignorant clerks and buyers 
who “gun” for lowest prices. 

Good cutlery costs real money to manufacture. 

A cheap knife, like anything else, is costly at any 
price. 

Satisfactory, dependable cutlery builds confidence 
and increases sales. 

What has a junk-dealer to brag about. With a 50 
per cent mark-up the profit on a sale is 33 1/3 per 
cent. 

At this rate the profit on a 10c. paring knife is 
3 1/8c.: on a 25¢. knife it is 8 1/8c.: on a 50c. knife 
it is 16 2/38c. 

It takes the sale of five unsatisfactory 10c. knives 
to equal the profit on one highly satisfactory 50c. knife 
and it costs five times the sales overhead. 

There is no “closed season” on cutlery. 
year round. . 

Carving sets packed away after Christmas will be 
in stock until the following Christmas buying starts. 

A certain hardware store in a New York State city 
sold an average of one carving set a day from Feb. 
1 until Dec. 1 this year. 

Dusty showcases, poorly arranged, are not an asset. 

There is a strong power of attraction in a few sets 
of knives and forks, with bright colored handles, in 
a display. They increase the sale of other lines. 

Dealers carrying too small a stock sell samples from 
displays and wall panels, leaving them in a moth- 
eaten and unattractive condition. 

Manufacturers of the best cutlery are using attrac- 
tive, well designed packages for display. Cheap cutlery 
is always in a poor box. Dealers should take advan- 
tages of the packages, for well displayed and pack- 
aged goods. is half sold. 


It sells all 








Segal Blade 


This Segal safety razor 
blade is of the double edge 
wafer type and is made of 
the best blade steel ob- 





a WHEN USED WITH SEGAL 











tainable. Segal Lock & RAZOR AND STHOPPER | ( : 
Hardware Co. Inc, 12 
Warren St., New York City is the maker. It is hardened with best 


modern equipment available and sharpened by a special Segal process, 
which gives it a very keen edge. The blade is packed in individual 
packages of 2, 5 or 10. There are 100 to the box. ,Ten packages 
of 2’s or 10 packages of 5’s are offered to dealers on attractive display 
cards. Cost to dealer is $3.33 per hundred net. Suggested retail 
selling price is 25c. per package of 5. The Segal company reports 
that it is now covering its dividend on the common stock from 
earnings on razor blades, the production of which is being increased 
from 100,000 to 200,000 daily. 

















Ready-Lite Lamps 


American Gas Machine Co., 
Inc., Albert Lea, Minn., an- 
nounces a line of Ready-Lite 
pressure gas lamps in three 
models. Shades are of the 
same type popularly used on 
electric table lamps. The 
shades are protected from the 
heat of the burner by a mica 
chimney, which incloses the 
burner head. These lamps are 
priced to sell for the sug- 
gested retail selling price of 
$12.00 each. The No. 3 
American Radiant heater is a 
small, light weight, low priced 
gasoline radiant heater, which 
the maker states compares 
favorably with larger heaters 
in heating capacity. This 





heater has an_ instant 
lighting feature, which is 
dependent on a carburetor 
fuel valve, which supplies 
a mixture of atomized 
gasoline and air the 
main burner of the heater. 
Heater is finished in wal-= 
nut brown crystal enamel, 
baked on. It is offered to 
retail in the north central 
states at $15.75. The 
American filtering funnel 
is for the purpose of 
keeping water and dirt 
out of the gasoline, which 
is poured into the fuel 
tanks of pressure-gas ap- 
pliances. It is claimed for 
the funnel that the filter- 
ing screen built into its 
side, instead of the bot- 


to 








tom, causes what water may be in 
the gasoline to sink to the bottom of 
the funnel, while the gasoline will 
float and run out through the filter- 
ing screen. Funnel is made in two 
sizes. The small type for filling 
lamps, lanterns, etc., is made to sel’ 
for the suggested retail selling price 
of 60c. Suggested retail sellirig: price 
for the larger model, jntended fér 
filling kitchen stoves, is $1.20. 





Beaver Bolt Die Head 


. The Borden Co., Dana Ave., Warren, 
Ohio, offers this bolt die head for the 
No. 3 Beaver Jr. ratchet die stock. It 
is for threading bolts or rods of any size 
from Y% to | inch (USS) inclusive. The 
head and die complete or the head only 
may be obtained, By the addition of 
this ratchet die stock the No. 3 ratchet 
die stock becomes a double purpose tool. 
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‘Your Cost 








Santa 


Claus § 







<= 


wants to 


Here is a catchy, eye-appealing display that is go- 
ing to sell a lot of Enders razors for you this 
Christmas! 


Jolly old St. Nick, reproduced from an oil painting 
and lithographed in seven colors, measuring 18” 
high by 11” wide, is ready to go to work either as 
a window or a counter display. He is stoutly and 
ruggedly built and sets up in easel form to hold an 
Enders razor and case on his tray of gifts. Not 
only is he an arresting sales maker for the Enders 
razor, but he will give a Christmas atmosphere to 
your entire window. 


This complete cut out display, without merchan- 
dise, is given FREE with 14 dozen Enders razors 
and 20 packages of blades. These displays are 
limited and will-go fast. Before you do anything 
else, fill out and mail the coupon below. 


Enders Razor Co., New York, N. Y. 





HERE’S THE DEAL: 


8 Enders razors each with 6 blades................cceeeeeees $2.00 
I CED, oa. 0: io b'0:0'0.6:0'¢ 0.0.0 0:6 4.0:6-6.9,5.0-0106.0 80 baialvnig Ge 





: $7.00 
Retail Value 


83 Enders Razors each with 6 blades at $1.00..............-0-- $ 
20 packages blades (5’s) 


3.00 
7.00 


$10.00 


Your Profit 
mers: Christmas. Diaplay WRIT. «oc occccscicccesiccccdecds $3.00 


a 4 
Enders Razor Co., 105 West 40th Street, New York, N. Y. 8 
§ Please Send«me 4% dozen Enders razors, 20 packages of blades and the r 
& FRED Enders Christmas display. 5 
* 

ASG sae ia o's 600 wo 46 als oasis secu CORRE e OO dN edde oneetes : 
J 

EN ors Pics Gol ALR AITILE: «, b <.0 co's. Sick oe @ 6.0 ead eee aS Gre rie Cea eews eee : 
5 r 
Et Sr eR ects §.0.0 4560 60's 1 uhElasbeN cerita bie atcédaeecedde 4 
| 

a Write your wholesaler’s name and address here: ; 
uJ ! 
tL + We eSancddaweeesscccasssodedestetbeegeecaesestaceedaaboieds 1 
i + 
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An Interesting Experiment in the 


Cutlery Field. 


N interesting experiment, intended to stimulate 
A pocket cutlery sales for independent merchants, 
has been in progress for several months. The 
plan includes an advertising campaign to encourage 
every man and boy to carry a pocket-knife. As a lever- 
age to whet interest, the Remington Arms Co., Inc., 
through its Cutlery Works, has placed on the market 
the Remington Standard American Dollar Pocket Knife 
to sell, as its name implies at one dollar. The price and 
name is etched on the largest of the three blades. The 
knife itself is sold without any profit to the manufac- 
turer in order that the dealer may have a “leader” and 
for that reason both the wholesaler and retailer must 
naturally handle this product on a slightly smaller 
margin than is customary. It is felt, however, that in- 
creased sales throughout the entire pocket cutlery line 
will more than offset the reduced margins on this one 
number. It is understood that the dollar knife is com- 
parable in quality to that which the same company has 
offered to retail at $1.50 and that the reduced retail 
price is made possible only through the manufacturer’s 
forfeit of all profits, an extra large production schedule, 
and the reduced margin for distributer and dealers, as 
mentioned. 

It is believed that this popular priced knife will satis- 
factorily meet the competition of the many inferior 
grade knives that have glutted the market in recent 
years. The size, pattern, and finish were decided on 
only after a nation-wide survey to determine what kind 
of a knife would please the greatest number. 

In accordance with the company’s sales policy this new 


knife will be sold only through independent wholesalers 
and retailers and will not be available for mail order 
houses or chain stores. The retailer buys this knife at 
$8.25 per dozen through his jobber. 

It is interesting to know that production, increased 
as it was, was inadequate to supply the almost immediate 
trade reception given to the new product. By actual 
test the featuring of the dollar knife has been found to 
stimulate the sale of higher priced pocket cutlery as 
prospects, attracted by the leader, have been “sold” 
higher priced goods. 

In promoting the new knife there was an air of mys- 
tery surrounding its appearance. No pictures were 
taken and no cuts of the product were printed. All this 
was done, of course, to create the interest of a mystery. 

From a merchandising point of view the introduction 
of the dollar knife has been more than satisfactory. 
The product is to be seen in hardware store cutlery 
departments in all parts of the country. It has also been 
responsible for increasing employment at the manufac- 
turer’s plant to such an extent that the company feels 
it has definitely contributed an idea which will ease in 
part the unemployment situation in its industrial ter- 
ritory. 

The idea has been adopted by other leading manu- 
facturers of pocket cutlery and there has been a general 
stimulation in the sale of pocket cutlery all over the 
country, by manufacturers, jobbers and retailers. The 
Remington Arms Company have not only widely adver- 
tised this dollar knife through the trade press but are 
also using all of their consumer advertising mediums. 





ATKINS BALL TEAM 
WINS LOCAL TITLE 


E. C. Atkins & Co., Indianapolis, 
Ind., baseball team recently won the 
Indianapolis Amateur Baseball Cham- 
pionship by winning two games of 
a double header from two other 
strong local teams. This gave the 
Atkins team the right to go to Cin- 
cinnati, Ohio, to compete in the na- 
tional tournament, where they played 
five games and reached the semi-finals 
before being eliminated. The score 
for the first game of the double 
header was 5—2, beating the Indian- 
apolis Power & Light team, last year’s 
national champions. The second game 
was won over the strong Big Four 
Railroad team, score 5—3. 

The team was made up of Atkins 
employees, most of whom are young 
fellows with an average age of 23, 
playing against teams with an av- 
erage age of 25. Under the leader- 
ship of F. S. Shepherd and M. D. 
Collins, they won during the season 
15 games out of the scheduled 15, and 
five out of the six of the city series. 
Team batting average was .410 and 
team fielding average was .985. 





























See Your Jobber at Once 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 


HIGH GRADE 
CARVING 
SETS 




















We Will Help 
You Meet 
Competition 






Enterprising stores are selling 
great quantities of Eversharp 
low-priced Scissors and 
Shears because there’s a big 
market for them. 


Our large and varied line of 
low and medium-priced Scis- 
sors and Shears meets all 
competition when value and 
price are considered. Pat- 
terns retail at 10 to 50 cents. 
Send for Catalog No. D-118 
and Price Sheet. 


Crershanft SHEAR CO 


100-800 Hicks Street 
Bridgeport Conn. 

















The H. C. COOK COMPANY, Ansonia, Conn. 

















Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 


“Gem leads—because Gem deserves leadership” 


America’s 
largest selling... 
fastest selling 


Nail Clipper... 


Universal need . . . a sensible price . . . and a far reach- 
ing national advertising campaign have combined to put 
Gem and Gem Jr. in the front rank of SALES 


MAKERS ... 

A Gem Display Card on your counter will bring in the 
extra sales ... FAST. This smart display . . . tells its 
own story ... carries the stock for you . . . makes its 


own sales... 


And all Gem Nail Clippers are individually wrapped in 
Du Pont Cellophane to keep bright and salable. 


Put one or more Gem Display Cards on your counter .. . 
Order from your jobber today. 





Gem 
50 cents 





Gem Jr. 
35 cents 

















EXPERT SHIRT CUTTERS and 
PATTERN MAKERS PREFER 


URP Because blades are specially 
ev eat y processed steel. Every blade 


YY Uy is hand honed. Blades cut 
Zo, thru many thicknesses and 
Taaae K u "1, caida hold their edge indefinitely. 


NEN E Make your cutlery counter 
MADE SHARP AND STAY SHARP profitable. 


Sell these and others in the R. MURPHY line: 


Shoe Knives Oyster Knives Pruning Knives 
Sloyd Knives Rubber Knives Kitchen Knives 
Paper-Hangers Knives 


ROBERT MURPHY’S SONS CO., Ayer, Mass. 





Sturt Cutters and Pattern Makers Handles and Blade: 
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hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


RIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 








__ Branch Offices:- 
BOSTON: 76 BaTTERYMARCH 


NEW YORK: 45 Warren Sr. 
SAN FRANCISCO: 703 Marker Sr. 


CHICAGO: 555 W. RANDOLPH Sr. 





Enders Razor Co. 
Christmas Display 


This attractive lithographed display is known as the “Enders Joyful 
Santa Claus.” Enders Razor Co., 105 W. 40th St., New York City, 
offers the display to dealers, through jobbers, with sale of 3 razors 
costing $2.00, 20 packages ‘of blades (5 blades to the pack), costing 
the dealer $5.00. The total dealer cost is $7.00. Total retail sales 


RAZOR 


SIX BLADES 





price is $10.00. Suggested retail sales price is $1.00 each for the 
razor and 35c. for pack of 5 blades. Display is 11 inches at the base 
and 18 inches high. It is packed in knock-down container, wrapped 
with label, which bears picture of display and directions for using. The 
display sets up as an easel and holds an Enders razor package on its 
shelf, in an inviting manner. Catalog pages on the display are avail- 
able for jobbers’ salesmen 





Estate Gas Range 
Model K 


The model K Estate 
gas range is finished in 
green or ivory enamel 
and has a stainless Est- 
alloy work table top. 
It has adjustable legs 
and an adjustable “Rigi- 
draw” broiler, which 
looks exactly like a 
cabinet drawer. The 
broiler pan accommo- 
dates itself to the dif- 
ferent thicknesses of 
meat or fowl. There 
are two roomy utensil 
drawers, one of which 
is divided into compartments, Oven is controlled by single dial con- 
trol, which lights the gas, controls it and sets the heat control. Turn- 
ing any gas cock lights the burner it controls. A heavy blanket of 
rock wool keeps all the heat where it belongs—inside the oven. Door 
handles are of a composition that always remains cool. The oven is 
built along the principles of a double boiler, aassuring uniform baking 
results. Suggested retail selling price for use with city gas is $169.50. 
For home gas systems the price is slightly higher. The Estate Stove 
Co., Hamilton, Ohio, is the maker. 
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Pin Jumbler 
6xtruded Brass 











A word of warning to the customer who 
says, “Oh, I only.want a cheap lock,” 
will often sell one of these dependably 
secure Eagle Padlocks of solid extruded 


brass. 


Such a sale is doubly worth while. It 
means a surely satisfied customer and a 
more profitable profit for you. 


There are 6 sizes and key changes are 
practically unlimited. The shackles 
are in two styles—brass or hardened 
steel. 


The Eagle Quality Line 
Night Latches Store Door Sets 
Trunk Locks Padlocks 
Front Door Sets Wood Screws 
Cabinet Locks Stove Bolts 


mace {BOK co 
26 Warren Street-- New York, 


Branch Offices: . 
521Commerce St. 177-99N.FranklinSe. 114 Bedford St 
Philodelphia, Pa. Chicogo, Ill. Boston, Mas@ 

Works at Terryville, Conn. 


_PADLOCKS. 



























Standard Sets 
In Hardwood 
Boxes 
7 to 13 Bits to Set 
Sizes 4/16” to 
16/16” 


Standard Sets . 
In Canvas Rolls 
7 to 13 Bits to Set 
Sizes 4/16” to 





\ & 
x“ 


Sell Him a Set of 
RUSSELL JENNINGS BITS 


UGGEST to a man that he can give 

his boy a real thrill at Christmas, by 
starting him off with a set of genuine 
Russell Jennings Bits. It means many 
extra sales, for men like to buy useful 
things for their boys. 





And boys who once use Russell Jennings 
Bits are pretty sure to keep on using them 
—repeat business. 


Clean-threaded screw points, sharp spurs, 
keen lips, and perfect body taper assure 
easy boring. Micrometric sizing, followed 
by a test in hickory before leaving the 
factory, assure accuracy and dependable 
performance. 


For 75 years, Russell Jennings Bits have 
been the choice of fine craftsmen and 
skilled amateurs. 


Distributed Thru Wholesalers 


The Russell Jennings Mfg. Co. 


Chester, Conn. 
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Popular Sellers _ 
For Farm Use 


Wherever gas engine or elec- 
tric power is used on farms you 
cannot sell a more satisfactory 
grindstone than the Harvest 
King. It can be set up quickly 
and easily and its wonderful 
grit puts a keen, lasting cutting 
edge on farm tools and imple- 
ments of all kinds. Sold at a 
reasonable price. 





Harvest King 
For Gas Engine, Electric 
Power, etc. 


“Cleveland” Grindstones 


eNELa 
xo 


OF 
Vosto™ 





Sterling 


are the most widely known and 
best selling of all grindstones. 
The Sterling is adapted for 
4 farmers without power supply. 
Operates by foot power like a 
bicycle. The outstanding grind- 
stone of this type. Send for 
catalog and. prices. 


The Cleveland Quarries Co. 
Cleveland, Ohio 
28 West Broadway, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 














When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 


prices. 





Never Drip Steel 
Mortar Hods 


These hods are 
made entirely of 
steel with wooden 
shoulder saddle 
and handle. Edges 
are heavily rein- 
forced. The fork 
is pressed from 
heavy gauge steel. 
— only 11 
Ss. 


THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 








| Steel D Shovel Handle 








Showcard Machine 


Showcard Machine Co., 822 Grace St., Chicago, III, produces the 
Showcard machine, which makes an entire showcard in one operation. 
Equipment consists of Showcard printing machine, five drawer type 
cabinet containing two inking plates, bed plate of any gage, according 
to ply of stock used, 8 short type bars for printing crosswise of the 
card and 5 long type bars for printing lengthwise of the card. There 
are 16 type clips, 2 lifting springs, 2 inking rollers, | tube black water- 
proof ink, | tube of red waterproof ink and three fonts of type in- 
cluded in the equipment. The fonts are: 6A (141 characters, caps and 
figures), 48 point of any standard face monotype; 3A (90 characters, 
caps and figures), | inch high wood type in Cheltenham bold or Cooper 


7 





black. In addition, one No. 1 figure font (26 characters), 3 inches 
high, wood type is included with No. B Machine. Price to dealer on 
model ‘A’ machine is $175.52. less 8 per cent for cash, $45 for com- 
mission or $116.48 net. Cost on model ‘“B” machine is $290.40, less 
8 per cent for cash, less $60 for commission or $207.17 net. No. A 
prints up to |] x 14 inch cards, and No. B prints up to 14 x 22 inch 
cards. For printing, type is locked up on a bar, and with a few simple 
motions, dropped into place. The press is then ready for operation. 
Entire card can be laid out where it is perfectly visible. 





Columbus Handle & Tool Corp., 
Columbus, Ind., has announced a new 
tubular formed, light pressed metal 
shovel handle. It is now offered to 
the trade by many shovel manufac- 
turers on their tools and the Colum- 
bus organization is offering it to 
jobbers to sell as a replacement han- 
dle. The handle is light in weight, 
meeting all practical tests for 
strength and has a roomy 4-inch 
opening for the hand. It is espe- 
cially attractive, being smooth and 
having continuous curves with no 
rough edges. Grip is strong as the 
grain runs lengthwise and will not 
check or split. Ends are capped 
with steel. edandles are made of 
finest selected white ash, graded 
according to U. S. Department of 
Commerce grading rules No. 76 for ash handles. Tops of the type E 
handle are replaceable, if the handle is broken. Positive grip lock, 
together with the offset rivet lock the grip securely. Two rivets hold 
the top securely to the stale. 





Patented Ball Bearing Gear " 
For Juvenile Wagons 


Toledo Metal Wheel Co., Toledo, Ohio, 
makers of the Blue Streak line of children’s 
vehicles is equipping many of its wagons 
with the new ball bearing fifth wheel. 
This ball bearing fifth wheel assures easy steering of the wagon under 
any load or conditions, says the maker. Balls are retained in a steel 
disk and it is impossible to lose one, even when the gear is taken off 
the wagon. 
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The Sweetest Sap 
Always Makes the 
Most Sugar 


Early Spring in Vermont, and the 
sap’s running—but it’s been raining 
for three days. The buckets are full, 
but it’s mostly rain water, and the boys 
are tired of lugging just water up to 
the sugar house. Seeing Uncle “Eph” 
coming across the lot, one of them slips 
down to the brook and bails up a 
bucket of brook water. 


“Uncle ‘Eph’, I don’t think this sap is 
worth collecting.” 


The old man takes the bucket, hoists 
it up and takes a sip. ‘Well, Boys, it 
tastes some sweet. I guess we’d better 
save it.” 


It takes a lot of boiling to make brook 
water into maple sugar. There’s vol- 
ume... plenty of it... but NO 
SUGAR. There’s a great deal of 
brook water flowing in the hardware 
business. It makes for volume, and it 
may taste “some sweet,” but don’t let 
it fool you . . . the profits just aren’t 
there when you boil it down. 


That’s one of the Why’s of HARD- 
WARE AGE ... to help you watch 
the sap of business, and choose the 
sweetest. In closest contact with all 
phases of this great field of hardware, 
the broad viewpoint of its editors is 
passed on to you each week, so that 
when you boil down your year’s busi- 
ness there will be the best possible 
showing of syrup and good rich sugar. 
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F R E E—the 
booklet which 


shows the way 
to a big gain in 
‘sales anywhere. 


How to do more business—how 
to get more customers—how to 
make more money in the same 
old store. ; 

The methods described are easy 
to apply—proven in practice— 
and can be employed by small 
stores as well as large. Fifty 
years of intimate contact with the 
retail hardware business enables 
the Heller Company to speak 
with authority and understand- 
ing. This system is founded on 
practice, not theory. It works. 
And it pays. 


Send for your copy today. It’s Free. 


HELLER 


Business Building Store Equipment 


W. C. Heller & Co. 


700 Bryant St., 
Montpelier, Ohio 


he HEY 
Sysmpe | / 


| “Large, | 
| 


Sign in the 
Margin 
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THE TORCHES YOUR 
CUSTOMERS WANT! 











No. 79 1 Quart 

No. 80 1 Pint 
Gasoline-Kerosene 
Covered by Patents 





During the winter months 
your customers will come 
into your store and ask for 
“ALWAYS RELIABLE” 
torches, as these torches 
have been the mechanics’ 
and workmen’s preference 
for the past half century. 
The wide awake hardware 
dealer, who stocks these 
torches, will tell you about 


the big profits that they 
are deriving from handling 
this line. 

Stock up now for the 
winter months on 
WAYS RELIABLE” 
torches and get your share 
of winter profits. 


Order through your job- 
ber or mail order to us 
with your jobber’s name.  coveret by Patents 


“AL- 





No. 83 Quart 
No. 84 Pint 











Chicago, Ill. 
4139 W. Kinzie 





St. 41 Spear St. 


OTTO BERNZ CO., INC., Newark, New Jersey 


Stock in 


San Francisco, Calif. New York City 


26 West Broadway 











© od 





Keep up with the 
times—feature 
ARMSTRONG 
-~-VANADIUM 
Wrenches 






















ARMSTRONG - VANADIUM 
Wrenches are the “last word” in 
wrench I 1g: in proportion to 
capacity than other wrenches, 
lighter, thinner, still guaranteed not 
to break or spread. They are forged 
from chrome-vanadium steel, have 
lean pointed jaws that take a firm grip 
where other wrenches cannot reach. 
They are finished in nickel over cop- 
per with heads buffed bright. They 
invariably attract attention, comment 
and sales wherever prominently dis- 
played. Singly or in matched sets 
put up in leatherette rolls. 

Beautiful stock display boards and 

effective “Dealer Helps” are free- 


ly furnished. Write for catalog 
and prices. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U.S.A. 




















Coming Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 815 Southern 
Trust Building, Little Rock. 

THIRD ANNUAL CONVENTION OF THE AMERICAN ASSO- 
CIATION OF MASTER LOCKSMITHS, Hotel Pennsylvania, 
New York City, Nov. 12, 1930. Walter S. Orrell, secre- 
tary, 206 Pearl St., New York City. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, San Francisco, February, 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
June 9, 10, 11, 1931; place to be decided later. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
February, 1931; date and place to be decided later. 
Chas. R. Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 


29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 


IoWA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des. Moines, Feb. 10, 11, 12, 13, 19381. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City.” 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids; Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1981; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 

MIssouRI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

(Continued on next page) 
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Coming Conventions 


(Continued from preceding page) 


MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION, Great Falls, Mont., Feb. 12, 13, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, Denver, Colo., Jan., 1931; exact 
dates to be decided later. 
2005 Mapleton Ave., Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago, IIl., Jan. 
11-17, 1931. Warren Edwards, secretary, 308 West 
Washington St., Chicago, III. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 30, 1931. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEW ENGLAND RETAIL HARDWARE DBALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

New YORK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NorRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. Head- 
quarters, Hotel. Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29, 
1931. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1931. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PAcIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 1931. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 


(Continued on next page) 








John T. Bartlett, secretary, | 

















FORSTNER 


Labor Saving 


AUGER BIT 


For Every 
Carpenter’s Tool Box 


Every carpenter and woodworker has need 
for this unique bit. It sells as soon as 
shown. There is no other tool like it. 
Note sample of work. 





It-combines all these tools in one: chisel, 
gouge, scroll-saw, lathe. It differs from all 
other bits, being guided entirely by its 
circular rim, instead of by its center. That 
is why it 


Will Bore Any Arc of a Circle 


and can be easily guided in any direction, 
regardless of the grain of the wood, or the 
knots in the wood. 


And it always leaves a true, polished sur- 
face. Think what that means to your car- 
penter customers. 


Used with much satisfaction and success 
for such work as core boxes, fine and deli- 
cate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Good 


Sold singly or in convenient sets. 
profit to Dealers. 


Send for Catalog and Discounts 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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50 years on a DOOR 
good for 50 years more 














VT 
Notabene 


The solid bronze Bommer Spring Hinges swinging the 

big front doors of the old Bank of Manhattan at 40 Wall 

St., New York, since 1880 were still in excellent condi- 

tion when that building was demolished in 1929 to be 

replaced by the new Bank of Manhattan skyscraper of 

73 stories which is also equipped with Bommer Spring 
i ly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER\ MARK 


Millions and Millions of Peeple 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 








| epsilon ci: 
A NEW LINE.. 


of WALL products 
at a NEW LOW PRICE 























Troves lower in price than ever before, each is a newly devel- 
oped WALL product designed to serve best your most particular 
needs, without the sacrifice of typical WALL quality features! 
It will pay you to get in touch with your jobber at once—or for 
jobbers to get in touch with us. 


P. Wall Mfg. Supply Company - Pittsburgh, Pa. 


DREADNAUGHT 


**Service with Safety”’’ 


BLOW TORCHES . - - FURNACES 
AND OILERS 

















SINCE 























Coming Conventions 


(Continued from preceding page) 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Jolinson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1931. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1931. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 





Westinghouse 
Photoflash Lamp 





As a_ substitute for 
inflammable powders or 
papers in taking flash- 
light pictures, the West- 
inghouse Lamp Co., East 
Pittsburgh, Pa., offers 
the photoflash lamp. It 
gives a brilliant flash of & dit i s iis 
blue white light, burn- 
ing for only one hundredth of a second. The flash, which is noiseless, 
is said by the maker to be optically painless to the subject. Lamp 
consists of an A-23 ciear bulb, 2% inch in diameter by 6 1/16 inches 
overall, containing a dilute atmosphere of oxygen and is -loosely packed 
with a special aluminum foil. The foil is ignited by a short filament 
coated with a special oxide material; which burns almost instantan- 
eously on any voltage from approximately 1.5 to 125. At the moment 
of flashing, the lamp takes approximately three amperes, but the 
duration of the flash is so brief that the power consumed is negligible. 
After flashing, the lamp is of no further use and should be thrown 
away. Lead wires within the bulb are coated with an insulating varn- 
ish to avoid short circuiting by the foil, while an asbestos disk, protects 
the stem tube and base from excessive temperature. Interior of sur- 
face of bulb is thinly coated with a special material that will prevent 
the bulb from shattering, if the glass bulb should crack during flashing. 
Lamp may be ignited by an ordinary flashlight battery or in an exten- 
sion socket connected to house lighting circuit, either D.C. or A.C. 
For increased range, it should be used in a metal reflector of deep 
bowl type. List price of lamp is 40c. in less than standard quantities 
(50), 35c. in standard package quantities and 25c. for 1000 lamps for 
immediate delivery to one point. 
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Empire Adjustable Aluminum Level No. 1E 


FREE Display Stand 
Holds an Actual Level 





For 














Our Advertising Helps You 


Empire level advertising reaches Carpenters, 
Masons, Plasterers and Bricklayers. When me- 
chanics call at your store and ask to see Em- 
pire Levels, show them how quickly and easily 
a broken level glass may be replaced by means 
of the Patented Interchangeable Vial Cases. 
The surest sales feature ever applied to levels. 
Send for catalog and discounts. 


Counter 
or Window 









For Extreme Accuracy 









Torpedo Level No. 26E 


Aluminum Empire Level Mfg. Co., Milwaukee, Wis. 


Manufacturers of Levels, Tool Bags, and Plasterer’s Tools. 





EMPIRE LEVELS 

















ici 


SAFE—SPRUCE 


LADDERS 


Carefully made of 
finest grade, selected 
West Coast spruce, 
RICH Ladders are 
strong, light in 
weight and SAFE! 


The RICH Line in- 
cludes ladders for 
every purpose — en- 
abling you to meet 
every requirement of 
every customer seek- 
ing a better, depend- 
able ladder. Com- 
plete catalog and 
prices mailed on re- 














quest. Write now! 
We pay the freight 
Cincinnati Truss — , 
%-inch rod and truss block under ° 
each step with malleable iron The Rich Pump and 
washers, wood handle, four - arm 
steel lock, malleable ears, wide Ladder Co. 
cap and steps. ‘‘V’’ shaped brace 
Angle iron under bottom _ step. — e : 
Solid risers of genuine spruce. Cincinnati, Ohio 





| 
| 
| 
| 
| 
| 
| 
| 
| 





The Original 
“Horseshoe Magnet” Hammers. 
Steel forgings and strong 
permanent magnets. 


No better mag- '¢ 


net hammer on 


Special shapes and 
sizes for 
3111- Posters, 
Sign-Men, 
Window-Dressers, 
Upholsterers, 
Decorators, 
Paper-Hangers, 
Casket Trimmers, 
Crate and Box 
Makers and 
other trades. 


the market. 


Will give long 
and_ satisfac- 
tory service in 


home, store, or 





shop. 





THE HAMMER 
HOLDS THE TACK 











Send for Literature and Prices. 
Name and design trade marks registered U. S. Pat. Off. 
Silver Medal, Panama-Pacific Exposition 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 














We Are Headquarters 
for Washers of Every Type 


' Make all kinds and sizes of Wrought 
and Steel Plate Washers. Roll the 
plate expressly for the purpose at our 
own works. Have specialized in this 
work for over 40 years. Also STAMP- 
INGS. 

Buy from Headquarters and save 
money. Send for 45 page Catalog. It 


contains practical washer information 
that every dealer should know. 


Wrought Washer Mfg. Co. 
46 South Bay St., Milwaukee, Wis. 


The World’s Largest Producer of Washers 




















cA good name to look for on dry 
batteries, radio tubes, and flashlights 
FRENCH BATTERY COMPANY 


Factory: Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, IIl. 
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The LAUB Ventilator 


Pat. 4-9-29 and 1-29-30 
Substantial, Serviceable, Secure, Safe 






































MORE— NO— 
Health, Trouble, 
Light, Draught, 
Air, Noise, 
Comfort, Jamming, 
Convenience Removing 
Window opens and closes without removing Ventilator. Made in two sizes 


Regular, Adjustable 27% to 36 inches 
Special, Adjustable 27% to 45 inches 


Write for Folder 


LAUB PRODUCTS — Ashland, Pa. 








“IVES” Patent Ventilating Lock 





Showing Window 
Closed. 


Menafesterers of 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 








COLDWELL DEPENDABLE LAWN MOWERS 


A style and size to satisfy every customer at any price 
range. 


DEPENDABLE 
WELL KNOWN 
GUARANTEED 








Every model priced to 
yield a satisfactory dealer 
profit. 


Consult your 
wholesaler or 
write the factory. 


Cotpwett Lawn Mower Co., Newsurcn, N. Y., U. S. A. 
DEPENDABLE Lawn Mowers—HAND, HORSE, GASOLINE, ELECTRIC 


AY ERS CURRION 
STORE WN) Fe) iS 


MODERNIZE STORE METHODS 


Te provide adequate storage facilities for shelf stock—te 
make it ible and jent for clerks and steck men 
to handie with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 

Deep tread steps, full length hand grips, rubber tires, over 
head track system, firm construction throughout, eliminate vibra 
and noise and produce a jer of ample strenyth for 
safety, i an Meiency ne style a of 
design—attractively finished—any height—easlly installed — 
meets most requirements. Circular on request. 


mE FE MYERS & BRO.co. 
ASHLAND, OHIO. 


























em cat 
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| Serrated-Edge Hedge Shears 


A complete new line of serrated-edge hedge shears is announced by 
Henry Disston & Sons, Inc., Philadelphia, Pa. The bottom blade is 
serrated from the lower end of the cutting edge up to within an inch 
and a half of the point. Serrations are of the new design, being beveled 

| on the inside edge. Each serration:is slightly more than Y4 inch wide 
| and approximately 3/16 inches deep, preventing hedge from slipping or 
} 


| 
| 
| 





the blades. They seize and hold large branches as well as the small 
new growth. Design of the serrations makes it unnecessary to provide 
a notch on the blade for holding and cutting large branches, Serra- 
tions may be had on blades of all types of Disston hedge shears. Shears 
are offered in 8, 9, 10 and 12 inch sizes to dealers at the following 
prices respectively: $2.15, $2.35, $2.45 and $3.20. Suggested retail 
selling prices are: $3.25, $3.50, $3.75 and $5.00 respectively. 





Delta Wallite 


The Delta wireless Wallite 
may be used in the garage, boat 
~cabin or any dark spot, where 
electric outlets are not avail- 
able. It may also be used to 
advantage in the basement, 
clothes closets, attic stairways 
and out buildings. The light 
produced is equal to any auto 
dome light, says the maker. It 
is entirely self-contained, with 
batteries and switch within the 
shell. No special wiring or 
fitting is necessary. The Wal- 
lite is installed by removing the 
.* eae, “eee cover and fastening the frame 
SCHKNS DE TICHT ME KES BH RAL into position by means of two 
small screws. It may be used as a temporary light by hanging it from 
the wall. Power is provided by two 1% inch flashlight batteries which 
can be installed in less than one minute by snapping off the case and 
unlatching the reflector. Case fits over the entire mechanism, and is 
held in place by a positive spring clip which readily permits removal 
or replacement. Wallite is finished in Aeutral blending enamel and 
velvet nickel trim, to match any surroundings. It is equipped with 
Delta slide switch, No. 14 Mazda bulb and white opal glass lens, which 
throws a clear, diffused light in all directions. It measures 4% inches 
in width. List price is $1.50 complete, less batteries. In Canada the 
list price is $2.00 Delta Electric Co., Marion, Ind., is the maker. 








A & J Chromium 
Plated Line 


The A & J Mfg. Co., Bing- 
hamton, N. Y., has a chrom- 
ium plated line of kitchen tools. All the pieces have a highly bright 
durable finish. Handles can be furnished at no additional cost in 
Blutip, solid blue or solid ' 
yellow if specifically ordered. 
The standard color is green 
No. 260G scoop has 2 cup 
capacity and an overall length . 

of 9¥2 inches. Weight per gross is 30 Ib. List price per gross is 
$22.52. A smaller scoop, No. 259G lists at $18.37 per gross. Overall 
length is 7 inches. Weight per ai 
gross is 214 lb. Ladle No. KOLOAC 
244G, lists at $22.23 per gross. 
It has an overall length of 11 
inches. The weight per gross 












is 39% Ib. Cake turner No. 230G has perforations. It lists at $18.37 








PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS ¢ 





per gross. 
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BEIT ALEGEM PRODUCTS 


OF INTEREST TO THE HARDWARE DEALER 
BOLTS—NUTS—RIVETS ° 
WIRE—Barbed, Barbless, Twisted; Processed, Bright, Galvanized; Bale Ties. 
NAILS—Cement-coated, Bright, Blued, Galvanized, Staples. 
CAMBRIA FENCE & BETHLEHEM STEEL FENCE POSTS 


Bethlehem, Pa. 
Atlanta, 





BETHLEHEM STEEL COMPANY, General Offices, 
District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, St. Louis 


Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, Los Angeles, 
Portland, Seattle, Honolulu. 








So-Boss Calf Weaner 


IO Positively weans by 
Zz Ss 





discouraging the cow. 
Calves eat and drink 
freely. No sore nose 
or discomforts, 





Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 
justable. 
ONLY ONE SIZE 

TO STOCK 

Adjusts to any size 
calf, hence only one 
size to carry in stock. 
Packed six in a car- 
ton weighing 5% Ibs. 
A big seller at 50c. 


SIMONSEN IRON WORKS 


Sioux Rapids - - Iowa 


See Your Jobber or Write 
Us Direct Civing Your 
Jobber’s Name 

















SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Jet) 5 OO 0). 0B) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








St. Louis’ Finest Hotels 
LENNOX 


9th and Washington. Saint Louis’ 
newest, smartest. Tub and shower 
in every room. 400 Rooms—Rates 
from $3.00. 


MAYFAIR 


8th and St. Charles. The quiet atmos- 
phere of an exclusive club. 406 Rooms 
—Bath in each Room—Rates from $3.00. 


KINGS-WAY 


Kingshighway at West Pine. Oppo- 
site beautiful Forest Park. Room and 


Bath for 2 from $4.00. 





Operated by 
Heiss Hotel System 
St. Louis, Mo. 














Reserve 
Strength 


Your customers may never be called upon to 
test all the strength that is purposely built 
into the B. & C. Adjustable “S” Wrench. 
But it’s there, if they are. Ask your jobber. 


Bac BEMIS & CALL CO. 
MARK Springfield Mass. 








Give them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 





Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most 
efficient — that’s fe 

why they sell best. AAAA 

New improvements € 
put them in a class 








of theirown. Write 
to-day for Catalog 1 
Showing full Phe- 
nix line. Samples | 
free. 
oe 
Sold by all leading 
jobbers. a 





No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 











BRONZE 


i 
f” AND COPPER 
WEATHER VANES 
wv 


, 4s COPPER LIGHTNING RODS A 
E.G.Washburne & Co.,206 Fulton St..New York 





FOR EVERY CUSTOMER 


Kester Easy-to-Use Solders 
For every hardware customer, there is 
a KESTER SOLDER to do the job 
quicker, surer, easier. National adver- 
tising has carried the KESTER story to 
every user. Take advantage of these 
ready sales. 
A KESTER Flux-Core SOLDER for 
every use—Acid-Core for general heavy 
duty, Rosin Core for delicate electrical 
work, Metal Mender for household use, 
Radio Solder for set building and re- 
Paste Core for electrical workers accustomed 
Insist on KESTER. 

From all Jobbers 


KESTER SOLDER COMPANY 4205 Wrightwood Ave., Chicago 
Incorporated 1899 




















pairs. 
to paste. 
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CLASSIFIED OPPORTUNITIES 














CLASSIFIED ADVERTISING 


RATES apply te 





Positions Wanted and Help Wanted 

advertisements at Special Rate of 

eme cent a word, minimum fifty 
cents per insertion. 








Use the “Classified Opportunities Section” to, reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


“Business Opportunities, 
Accounts Wanted” and “Sales Rep 
tives Wanted” Advertisements. 

Set Solid, Minimum of & lines......83.00 
Each additional line............ 0 
4ll Capitals, Minimum of 5 lines.... 4.00 
Each additional lime.........-+. 88 
Average 10 words te « line 

Allew One Line fer Keyed Address Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, we etc., requiring more than ordinary reforwarding postage should not 
addressed to box numbers 


BOXED DISPLAY RATES 
Each additional inch.............. 4.00 


Discounts for Classified Ad 
4 insertions, ae eS a 4 
Due to the special rate, these discounts 
not apply on Position Wanted or ua 
Wanted Advertisements. 


HARDWARE AGE is published each Thursday. 
Forms close Nine Deys previous te date of 


” “Sales 














239 West 39th St., New Y City 














BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





New York City space 10 x 30 for light warehouse and shipping with 
limited services, where there is no selling or customer reception required. 
Writer is familiar with both mechanical and electrical lines and par- 
ticularly interested in gears. Would want but one client. Rates would 
depend upon amount of service required. inimum rate $40 per month. 
Address R. S. Kirk, P. O. Box 365, Madison Square Station, New York 


City. 
HARDWARE—Housefurnishings, 





established 18 years, located in the 
best colored section in New York. great deal outside work, the 
right party can make a nice, comfortable living. Reason sickness, willing 
to sacrifice. $10,000 stock. Address Box J-1, care of Harpware AGE, 
New York City. 


GOING BUSINESS—Will sell account other interests. Does NOT 
offer speculative profits, but is sound business and will show good profit 
above interest on money. Best outlook in Texas as to future development 
of trade preteens Approximately thirty thousand cash necessary—no 
trades. Address Box 1-998, care of HarpwarE AGE, New York City. 








Sales Representatives Wanted 


To sell nationally known builders’ line. Bricklayers, Car- 
penters and Plasterers’ Tools. For states of Wisconsin, Min- 
nesota, Kentucky, Tennessee and Virginia. Commission 
basis. Give references and state experience. Address Box 
I-989, care HARDWARE AGE. 





oS 











POSITIONS WANTED 











HARDWARE MAN, 32 years, married, with 15 years’ experience in 
Wholesale and Retail Hardware, both inside and outside salesman. Have 
managed Retail store for past nine months. Would like to change to some- 
thing less confining. Prefer something in Florida but will consider any- 
thing in any Southern State. Can furnish best of references. Address 
Box 1-991, care of Harpware AGE, New York City. 


COMPETENT RETAIL HARDWARE MAN_ with 15 years ex- 
perience desires a permanent connection in or near New York City. Shelf 
and builders hardware, tools, paints, plumbing and electrical supplies. Can 
take complete charge of builders hardware or paint departments. Can 
offer excellent references. Address Box J-2, care of HarpDwaRE AGE, New 








York City. 
SALESMAN experienced in paint and general hardware lines seeks 
new business connection. Prefers territory including North Carolina or 


Middle Atlantic States including Baltimore, Washington, D. C., etc. Has 
sold to and for retail hardware stores and has successful record. Married, 
31 years old and can furnish satisfactory references. Address Box J-9, 
care of Harpware AGE, New York City. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge 
and handling men, desires change. Can furnish first class references. 
Middle West or South preferred. Address Box I-983, care of HARDWARE 
Ace, New York City. 


EXPERIENCED HARDWARE MAN in shelf, heavy and mill supply 
lines, desires to make connection with manufacturer or jobber for New 
York and Metropolitan District. Twenty years selling experience. 
gg references. Address Box J-6, care of Harpware AGE, New 

ork City. 


POSITION WANTED by a responsible experienced salesman to_repre- 
sent a well known manufacturer or large jobber in New England. Intelli- 
gent cooperation and the representation of high grade aggressive organiza- 
tion. Would require to exploit their product in this territory. References 
furnished. Address Box I-990, care of Harpware AcE, New York City. 











SEVERAL territories open for live mmmnfecturer’s agents calling on 
hardware dealers, department stores, etc. We have a first class specialty 
that is a necessity and priced ’to sell. State territory and lines now han- 
dled. Address Box I-984, care of Harpware Ace, New York City. 





WANTED COMMISSION MEN to sell well known line of hardware 
and cutlery in Missouri, Kansas, Ohio, Nebraska, Kentucky. Address 
Box J-3, care of Harpware AGE, New York City. 


ROPE SALESMEN WANTED—100 per cent pure Manila r 15c. 
lb. basis. Fast selling side line, five per cent commission. ITED 
FIBRE COMPANY, 82 South Street, New York City. 


SALES ACCOUNTS WANTED 


SH 
COMMISSION LINE WANTED 


Experienced salesman wants a quality line or item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
avd have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state thoroughly in car except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 

















eee 
ae 








| 








HARDWARE MAN, age 30, desires position in a progressive retail 
store. Sixteen years’ experience in the wholesale field. At present travel- 
ing in New England and seeks location within fifty miles of Boston, prefer- 
ably south of that city. Excellent references. Address Box I-995, care of 
Harpware Ace, New York City. 


EXPERIENCED LIVE WIRE HARDWARE MAN, thirty-nine, mar- 
ried. Fifteen years’ retail hardware experience as Manager, Assistant or 
Salesman. ant a position of trust and responsibility with some re- 
sponsible Hardware Comnany. Good references and reasonable salary. 
oats West preferred. Address Box I-997, care of HarpwareE AcE, New 

or itv. 








SALES REPRESENTATIVES WANTED 


WANTED-—Salesman calling on Hard- 





SALES REPRESENTATIVE 


ware Trade in the South, also state of Texas, to represent a manufacturer 
of Wire Hardware, on commission basis. 
New York City. 


Address Box J-8, care of 


Harpware Ace, 








MANUFACTURERS Sales Agency. A selling organization represent- 
ing four manufacturers of hardware and builders’ lines for 15 years in 
Chicago is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have specialized in the introduction 
of builders’ hardware specialties through architects and builders. Pre- 
pared to carry small service stock and to make attractive ground floor sales 
display. Very highest references. Address Box 1-972, care of HARDWARE 
AcE, New York City. 


TWO SALES EXECUTIVES organizing a sales company in New 
York City desire to represent manufacturer of hardware, building ma- 
terials and kindred lines for distribution to the retail hardware trade, 
building contractor, large industrial consumer and steamship company. 
Can furnish A-1 references. Address Box J-5, care of HARDWARE AGE, 
New York City. 


TO REPRESENT MANUFACTURERS. Have excellent contacts 
with Hardware, Woodenware, Jobbers, department and chain | stores. 
Are you interested in having your line introduced and capably represented. 
High class references. Address Box I-999, care of HARDWARE AGE, New 
York City. 

FACTORY LINES WANTED. Old established Manufacturers’ Agency, 
traveling three experienced salesmen calling on jobbers of Hardware, Mill 
supplies, ctc., in Southern States, are open for new factory connections. 
Address Box J-7, care of Harpware AGE, New York City. 














EXPERIENCED MAN, residing in the most industrial part of Rhine- 
land, who knows perfectly Tools, Cutlery, Locks and all other German 
export articles, would like to act as purchasing agent. Address Box J-10, 
care of Harpware AcE, New York City. 





WILL TAKE ON several Direct Factory Accounts for Contractors 
Hardware, Tools, Factory and Mill Supplies. Sporting Goods, prefer 
Michigan Territory. Address R. H. Barker, 204 State Avenue, Pontiac, 


Mich. 





Wanted lines pevtatatoes ‘to hardware, housefurnishing and paint trade 
to sell on a brokerage basis in Colorado and New Mexico, best of ref- 
erences given. Address Box J-4, care of Harpware AGE, New York City. 
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STAR with STARS 





Star Heel Star Heel 
Plates Are Plates Are 
Starring Heavier and 
with All W\N Larger Than 
Jobbers SS Other 
That Are nStTAR® Brands. 
Stocking US: 
Them. Grr) —SStar Heel 
; SLOG Plates Are 
Star Heel the Pioneer 
Plates Have Brand. 
Increased 
Their fy Write Today 
Turnover EX for Samples 
and Profits and Prices. 


Nos. 00 to 6 
Above illustrations ex- 
actly one-half size 


STAR HEEL PLATE CO. 


Newark, N. J. 


357-391 Wilson Avenue 









All the SIGNS MAKE SIGNS 
You Want-When L IK E T HI 5 


You Want Them 
-made in Your 
Own Store by 

FTO ac 


No Extra Cost! 





The above sign was lettered with 
SHOWCARDER and _photo- 
graphically reduced in size for use 
in this advertisement. It includes 
three of the many alphabets avail- y 





able. 


showcard 


Enables you to have as many signs 
as you may want or need just 
when you want them. It is sim- 
ple, efficient and most economical. 
Anyone in your store can use 
SHOWCARDER without practice or 
experience. Write today for full 
information. 


Showcarder, Inc. 
2332 University Avenue 
Saint Paul, Minn. 











KE - { q Spea \- 
7 att Cap 


Opens and 
Reseals Milk 
Bottles 


Doesn’t Spill 

It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 

Also acts as a sanitary cover until 
milk is consumed. 












U 7. i ck “ 


NEW Way if 
After opening the bottle the ; 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the deep edge of the cap 
shell, othing comes in con- 
tact with it. When through 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never corrodes. 

Approved by Good House- 
keeping and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 
cannot supply you—write us 
for SAMPLE aand prices. 


R. E. MILLER, Inc. 


85 Pearl Street, New York City 





Spear-Cap Is Sanitary Y 














Since the Wright 
Roostertrade- 
mark was _ intro- 
duced, consumers 
look for it in their 
poultry netting. 
Those who have 


used Superior 
Brand demand it 


when they are in 
the market for 
more. 


At your jobber. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 
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Ome Burglars iat 
finds HURD LOCKS 


Cutter Proof Saw Pr 


A man comes into your store. He asks to see a lock. Show him a Hurd Lock— 
and you not only get his business but his gratitude. 
For HURD LOCKS GIVE PROTECTION and that’s what people want. 
You can guarantee Hurd Locks because the Hurd Company stands back of you. 
Even at 50c. Hurd Locks Are Guaranteed. 
Any Hurd Lock will wreck the jaws of a three-foot bolt cutter. 
It will simply ruin a hacksaw. Files make no impression upon it at all. 
AND YOU CAN GUARANTEE THIS TO YOUR CUSTOMER! 
There’s a Hurd Lock for every purpose at prices from 50c. to $3.50. 
Many types can be Master-Keyed and Grand-Master-Keyed. 
Do you know of any other locks that are guaranteed to be Cutter-Proof, Saw-Proof, 
File-Proof? We don’t. Make the most of it in your business. 


E. P. HURD, Lock Builder 
Nii DETROIT 


SDE GRO DE iS PO 
=e Branch Offices 
"a SN INE: ore.0idp nc kate aw Riek Aes BOE OAS SAAT Kw sO ER eee 104 Walker St., New York 
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a eas = et Pete 
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Wy SBR, a es ohare avg gla haved Tercera en i, WR GD: WS oh UPL OL SWCD BS EL Sasa Pies aN Rit Ab-& damsel Lakeview, Ohio 
; y Glbie (sunrantec~ be aS Pre ree eer rere Sere 703 Market St., San Francisco, Calif. 
ae 4 RK RS as tka 4s ia eile ae oa asa ih. © Sie) SiS mde 711 Mutual Bidg., Kansas City, Mo. 
, ’ shee ; ~ wes Wheless Commission Co 402 Wyoming Apts., Washington, D. C. 
r < Out loc Ke (0 he Se ‘6 Meicharom ETON, TAGs 665. oss. acces ewes devnewes 129 St. Peter St., Montreal, Que. 
~ : Export Office American Steel Export Co. ........535 Fifth Ave., New York, N. Y. 


« Cutter Proof 
‘ Saw Proof 
| File Proof 
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NOW OFFERS A COMPLETE LINE 
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TOOL 
CABINETS 


TOOL SETS 
TOOL KITS 


oS Po 
a Fees 





NAIL HAMMER No. DEHS11 





Our 
MANMOND / DGE Tool Line 


Is Complete 












SHAPLEIGHS 


DiANONd Ence 





TOOLS | 
IN HOLLY 
COVERED 
| BOXES 


HOLIDAY WRAPPING PAPER 
For Counter and Home Use 


Sooo 


SPORT AXE No. DEXH315 


Make 
Practical 


Holiday Gifts | 





CARPENTERS HATCHET No. DECSH2 

















SHAPLEIGH Ask Our Salesman 
negate - : To Show You 





one oa Our Full Line 
































Shapleigh National Series No. 1685 





